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Now its “sublima!l sell”... 


Hard sell, soft sell, fast sell, light sell, may soon yield their 
place in Madison’s own Webster to sublimal sell. Latest ad 
phenomena may be the ultimate scientific sell. 

Up to now our chief problem, as ad managers, ADs, copy 
writers, account executives, etc. has been to get and hold 
our prospects attention and then sell him. Now we are going 
to learn to sell him painlessly—without bothering to stop him. 
The “stopper” is about to yield to the “by-passer”. Now the 
trick is to sell him without him (or her] knowing it. 

James Vicary has developed sublimal sell to the point of 
going into business with it. As used on TV, for example, 
an image is flashed on and off the screen so fast, during a 
program or a commercial, it isn’t consciously seen or noted, 
yet it is supposed to make a deep impression on the sub- 
conscious and be very sales effective. 

It is early to seriously estimate how well this new technique 
will work, just what it will mean to art directors and to non- 
electronic media. Since there won't be any “seen” or “noted” 
figures involved, and the people “sold” won't even know it, 
some intriguing new effectiveness-measurement techniques 
may be in the offing. Maybe viewers will be subjected to a 
version of a “‘lie-detector” test. Or perhaps mind readers will 
find a new need for their services. 

The idea of sublimal sell has its amusing and fantastic 
aspects. But it isn’t just funny. It may turn out to be a power- 
ful new weapon of persuasion, an atom bomb of the psyche. 
At the least it is evidence of the shape of things to come. 
The combined power of the symbol manipulator and the 
psychologist will one day give this team an awesome potential 
for good or for evil, in business, in religion, in morals, in 
politics, in every phase of our existence. 

Some form of regulation of such powers may be advisable— 
industry self regulation, individual self restraint, government 
regulation? 

As fantastic and other-worldish as sublimal-sell might seem, 
now is the time to do some serious thinking about where such 
developments are leading us and how to use our new found 
strengths. e 
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“WE'RE SELLING THE ONLY 
FEASIBLE, PRACTICAL WAY T0 
GET PHOTOGRAPHIC ILLUS- 
TRATIONS OR USER-BENEFIT 
PONSA Ua 
A NATIONAL SCALE.” 


an open letter to the advertiser and its agency 


I'm ALEXANDER ROBERTS, General Manager of 
Interstate Industrial Reporting Service, Inc., and its three 
operating divisions: INTERSTATE Photographers; 
INTERSTATE Ciné and INTERSTATE International. 

I'd like to tell you the INTERSTATE story . . . what we 
are ... how we operate . . . what it is we offer the advertiser 
and the agency . . . why it is we do more photography and in- 
dustrial reporting on a national scale than any comparable 
company in America . . . and tell it to you the way I would if 
I met you personally. 


What We Are — What We Offer 


INTERSTATE is an independently-owned network comprised 
of 2400 photographers, 600 industrial reporters, 1100 cinematogra- 
phers. We offer photographic coverage or case-history reporting . . . 
or a combination of the two .. . in EVERY city in America at a 
standardized, pre-determined, realistic cost application. Costs no more 
to do a job in Seattle than it does in Newark, Waukegan or Mesquite 
(Nev.) 

You deal with one office (we maintain fully-staffed district offices 
in New York, Chicago and San Francisco), with one personality; you 
get the advantages of an international corporation, the personal atten- 
tion you'd expect from your own photographer. 


Calibre of Photographer We Use 


The nature of the assignment that we are called in to handle 
determines the type of photographer we assign. We would not, for 
example, designate a news photographer to cover an industrial or an 
architectural job, since he possesses neither the know-how nor the 
necessary equipment. Nor would we employ a studio man to illustrate 
a feature assignment. In many cities, therefore, we operate with as 
many as three different men. More important, we know their propen- 
sities and limitations . . . and we insist upon a 24-hour-seven-day-a- 
week availability. 

We do not say that the men who make up the INTERSTATE 
network are the best there are. In truth, they are no better, no worse, 
from the standpoint of efficiency ratio than the men who work in your 
company. Ten or fifteen percent are superior; we rate about twenty 
percent as good to excellent; the rest range from good, every-day 
journeymen to even the mediocre. But we know what it is that makes 
a photographer mediocre. He gets careless about backgrounds, is un- 
concerned about ‘good housekeeping’, lights the scene in flat fashion, 


fails to ‘separate’ a dark machine from a dark background, injects no 
human interest or size perspective, neglects signed release obtainment, 
never gives a thought to the fact that he has to be a good-will ambas- 
sador, that what he says or does at a shooting location will enhance or 
jeopardize a customer relationship. 


How Do We Achieve a Consistent End Result 
on a National Scale? 


Right here we get into the very heart of INTERSTATE’s oper- 
ation. After we have completely familiarized ourselves with your 
requirements, then and only then are we in a position to tell a camera- 
man what equipment he is to use, the lenses he will find most adapt- 
able for the coverage, the type of lighting equipment to be employed; 
we lay down the rules for ‘good housekeeping’, stress size perspective 
inclusion and cover the signed release obtainment. We show him visu- 
ally the type of material you like, as well as pictures that are regarded 
as satisfactory, and why they are unsatisfactory. We do all of this in 
the language that only one ‘take-charge’ photographer can use to 
another. Add to all this the fact that our own photo standards are the 
highest in America, that the onus for coming up with a top-flight cov- 
erage rests squarely on INTERSTATE '’s shoulders. Actually, what we 
have accomplished by this pattern is to almost completely remove the 
expected incidence of mediocre photography when it is done on the 
national, or international level. 

This pattern that we follow religiously does not mean we are 
making automatons of our cameramen. They can create to their 
heart’s content, exercise their judgment, strive for the unusual effort 
... but... only after they have adhered to the hard-core of our do’s 
and don'ts. Remember, none of this is theory. We're producing effec- 
tive photo illustrations in ‘whistle-stop’ areas every minute of the day 

. . we're doing more of this work than any one else in America... 
we do it better . . . we do it faster. We have no other function in life. 


Delivery Time — Method of Printing 


Ten days after we have been favored with an assignment, you 
will have the complete package on your desk. That’s normal, but we 
can effect coverage within 24 hours . . . anywhere . . . if you're faced 
with an emergency. Sometimes, because of the very nature of the job, 
it is impossible to complete the handling within the ten day period, 
and when that happens you get progress reports. 

No printing is done at the local level. ALL negatives after devel- 
oping, are expedited to our nearest district office where printing is 
done by personnel who do nothing else for their livelihood. That way 
we achieve the utmost out of a negative, you get controlled consistent 
end results. 





INTERSTATE Arranges Photo-Taking Approvals 


One of our strongest points is the manner in which we are geared 
to initiate photo-taking approval on your behalf. Let us know who is 
using your product; we'll approach that customer, discuss the prob- 
lem, obtain his approval and deliver the complete package to you .. . 
all within our normal ten-day period. 65% of our assignments are 
handled on that basis; at least 60 of America’s largest corporations 
vest with INTERSTATE the responsibility of contacting their cus- 
tomer at the initial level . . . corporations which have a rigid, definite 
policy against a supplier-approach relax that rule with INTERSTATE. 
A tremendous responsibility, obviously, and as such, we exercise our 
own precautions and safeguards. For example, this phase is handled by 
one personality in New York, never at the local INTERSTATE level. 


Industrial Reporting ... How We Do It 


We found out a long time ago that there is only one way to come 
up with a properly executed reporting story, and that is basically 
enough, to use a reporter. Not a photographer, who may have a flair 
for reporting (nor conversely, a reporter who thinks he can ‘snap a 
picture with a Graphic’. ‘There may be a dozen photo-reporters in 
America who can do both elements in professional style . . . we have 
four men on our New York staff, for example, who fall into that 
category; but on a national scale, a one-man handling translates itself 
into an inadequacy). All assignments which call for reporting, plus 
photography, therefore, are handled by two men, each a specialist in 
his own field. The reporter will sit down with an engineer, works 
superintendent, foreman, etc., and compile a detailed, informative re- 
port dramatizing the method in which your equipment is being used. 
We'll glean work-loads, maintenance problems, savings (either in 


INTERSTATE 


dollars and cents, or percentages or man-hours), comparison to 
equipment used in the past. Spiced freely with user-benefit personal 
quotes, our reports are positive-approach documents. They are never 
diluted or objective, but they are accurate! 


Cost Structure 


It is difficult to apply a rigid cost application until we have 
worked out some sort of norm for your organization, primarily be- 
cause requirements vary so greatly. For trade paper advertising, for 
example, a full day’s efforts run somewhere around $165.00-$200.00, 
permit you 12-15 photos; a half-day might be around $85.00-$100.00, 
with about six photos. Photography combined with reporting, starts 
at $175.00, with highest figure at $275.00. We recommend that you 
regard these price listings merely as a guide of sorts; at least until we 
can pin-point your requirements in proper fashion. 

There are two important facets about our price structure, how- 
ever. One is that you will always know in advance what your cost will 
be for any given job. Secondly, it matters not where a job is handled. 
The same common denominator that we use to determine a price 
application is in effect regardless of the geographical location. 


INTERSTATE sets the pattern for photo and 
industrial-reporting on the national and interna- 
tional level. No one else in the field approaches our 
scope of activity... our desire to please... our 
rapidity of job completion... our go-getting pat- 
tern of operation. 

We would like very much to look forward to 


the pleasure of serving your interests. 


DIVISION 


OIVISION 


INTERSTATE INDUSTRIAL REPORTING SERVICE, INC. 
GENERAL OFFICE 675 FIFTH AVE., NEW YORK 22. N. Y.. MURRAY HILL 8-1880 


MIDWEST OFFICE 469 EAST OHIO ST., CHICAGO 11, ILL.. MICHIGAN 2-0080 


WEST COAST OFFICE 7OO MONTGOMERY ST., SAN FRANCISCO 11, CAL., GARFIELD 1.1987 


ALEXANDER ROBERTS GENERAL MANAGER 








I can’t wait until I get to the office! 
I’m expecting artwork from W.G.S.* today. 


illustration: Dick Hoyt 
“WHITAKER GUERNSEY STUDIO, 444 east Ontario, Chicago, Illinois 
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KURSHAN AND LANG'S IMPROVED PROCESSES THAT 
TAKE THE GAMBLE OUT OF COLOR REPRODUCTION 


REPRO-DYE 
A fine color print process using the DYE 
TRANSFER method of reproduction. These 
are the highest grade of color prints yet 
available with assured accuracy of match- 
ing your original art or color transparency. 


REPRO-DUPE 

Duplicate transparencies of extremely high 
quality with no loss of color or contrast 
and which match your original art or 
transparency as closely as is possible. 
The necessary retouching to maintain an 
accurate match with the original is in- 
cluded in the price. 
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COLOR PRINTS 
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TYPE C 

PRINTON 

FLEXICHROME 


Write today for your 
FREE Color Dota 
Handbook ! 


DUPLICATE 
TRANSPARENCIES 


SLIDES — FILMSTRIPS 
COPYING ART WORK 
COLOR ASSEMBLIES 


tax talk 


BY MAXWELL LIVSHIN, CPA 


More on Unincorporated 
Business Taxes 


Article 6 of the Unincorporated Busi- 
ness Tax Law declares what shall con- 
stitute unincorporated businesses and 
specifically excludes certain professions, 


‘namely the practice of law, medicine, 


dentistry, and architecture. 

The New York State Income Tax De- 
partment has ruled that “a profession 
includes any occupation or vocation in 
which a professed knowledge of some 
department of science or learning is 
used by its practical application to the 
affairs of others, either advising, guiding, 
or teaching them, and in servicing their 
interests or welfare in the practice of an 
art founded on it.” The word implies 
attainment of a professional knowledge 
as distinguished from mere skill, and 
the application of such knowledge to 
uses for others as a vocation. 

In the case of commercial artists, the 
Tax Department has ruled differently 
on several occasions. In one case (Kom- 
isarow vs. State Tax Commission... the 
ruling was favorable to commercial ar- 
tists. Previously that bureau held another 
view, and its present stand on the mat- 
ter has not been definitely established. 
(See Art Direction, January 1957—page 
45, and September 1957—page 5). 

In the Komisarow case the artist had 
art schooling at an established institu- 
tion and received a degree on the com- 
pletion of his art studies. This artist 
contended that his work as an illustra- 
tor for magazines tends towards “fine 
arts” and therefore required specialized 
professional training as well as artistic 
ability. In addition, more than 80% of 
the taxpayer’s income was derived from 
personal services. Capital was not needed 
in the production of his income. 

In this case, the artist seems to meet 
all the requirements of the Tax Depart- 
ment needed to receive an exemption 
from the payment of an unincorporated 
business tax in New York State. 
(Editor’s Note: In addition to present- 
ing brief tax facts and data on recent 
tax court decisions of interest to artists 
and studio owners, the writer of this 
column will answer inquiries from all 
readers. Address inquiries to the Editor 
or phone the writer, GEdney 6-0934 @ 








Change of Address. Please send an address 
stencil impression from a _ recent issue. 
Address changes can be made only if we 
have your old, as well as your new address. 
Art Direction, Circulation office, 43 E. 49th 
St., NYC 17. 














NEW DAY-GLO° 
PRINTING INKS 
MAKE ANY 
PACKAGE 
STAND OUT! 


Now you can add extra impact to any package with new Day-Gto printing inks. These clean, eye-catching fluorescent 
colors stop more shoppers because they’re far brighter than the brightest ordinary printing inks. They also add extra 
impact to point-of-purchase displays, labels and short-term posters. 

Genuine Day-Gto printing inks are easy to use, too. Even on long, high-speed production runs they print just as 
easily as ordinary inks. So for best results and highest quality, always insist on genuine, tested Day-Gio printing 


inks. Available in six brilliant colors for either letterpress, litho, flexo- SWITZER BROTH ERS, INC. 


graphic or gravure. Write today for name of your nearest distributor. 4732 st. CLAIR AVENUE + CLEVELAND 3, OHIO 
Dealer inquiries invited! 








by Social Research, Inc. 


leisure: a dream becomes a market 


For decades, admen have relied on the 
adage: 

“All work and no play 

makes Jack a dull boy.” 


Jack not only agreed with them—he 
didn’t like to work anyway. Consequent- 
ly, everything from hair nets to false 
teeth, and including certainly electric 
mixers and suburban lots, were sold to 
Jack and Jill on the promise of greater 
leisure. Speed, automatism, simplicity of 
operation, were great lures—and every 
one of them a doorway to leisure. When 
they began to pay diminishing divi- 
dends, work itself was put out as leisure: 
thousands of smiling models laughing 
their ways through laundry, sewing, 
cooking, and the frustrations of child- 
rearing. Men grin at logrolling, at earth- 
moving, at painting the house and mow- 
ing the lawn: all is but another way of 
relaxing and enjoying yourself. 

Remarkably enough, it worked out 
that way. Hours of work have declined: 
productivity has gone up. The advertis- 
ing world faces a new problem, and has 
a big new market. What now faces the 
advertising world is how to sell people 
things to fill up the leisure which was for 
so long the product’s promise. 

Throughout those years when leisure 
was a gilt-edged dream of the future, 
most of us had vague fantasies of good 
books, fine music, intelligent conversa- 
tions in atmospheres of alert warmth, 
green lawns and laughing children under 
the kindly eyes of a relaxed, highest- 
standard-of-living-in-the-world mother. 
Nor has this conception of leisure’s best 
uses disappeared: it is still seen through 
the distorting lenses of superiority and 
a mass pursuit of upperclass habits for 
many people. However, the ordinary 
man and woman who've begun to get 
their hands on leisure don’t see it quite 
that way. 

For the middle majority person, gen- 
erally, motivation researchers show, 
leisure is still partly just a fancy word 
that intellectuals like to use. Life has a 
way of filling up, in their experiences. 





If the laundry takes less time, the chil- 
dren need more: as fast as Dad’s hours 
on the job have shortened, the do-it- 
your-self requirements of taking care of 
the (new) single dwelling unit have 
climbed. Dinner doesn’t take as long 
to cook: but shopping for and storing 
in a 10 cubic foot freezer in addition to 
a refrigerator is a day’s work in itself. 
Yes, there’s a bit more recreation than 
there used to be—thank heaven for that, 
but it has to be squeezed and managed 
and worked in whenever there’s a chance 
and the weather’s right. 


does leisure mean pleasure? 


Furthermore, the mass market's con- 
ception of leisure has a way of perpetu- 
ating things which were always enjoyed, 
and which are still close to home. In- 
deed, leisure time activity often means 
(and to professional people, too) no 
more than a few more minutes to devote 
to some basic function (cooking, sewing, 
taking care of the car) and the height- 
ened pleasure gotten from doing it a 
bit better, more fancifully, or more 
creatively than when it’s done in a hurry. 
Hobbies often flow into the normal 
stream of life: chemists set up labora- 
tories in their basements, house wives 
get another pot of herbs to be flanked 
by two more geraniums, farmers take on 
some fancy strain Rhode Island Reds 
and build a little pen at the edge of the 
old one. 

Marketing figures have reflected this 
aspect of leisure somewhat more faith- 
fully than has advertising, which often 
holds to the conception that true recre- 
ation, real leisure represents a sharp 
break with ordinary obligations, activi- 
ties, functions, and experiences. Travel 
has become a kind of earmark of leisure: 
“Get away from it all,” “leave your cares 
behind you.” It is assumed that leisure 
involves change: of scene, of comrades, 
of activity, of responsibility. 

Studies suggest that another side is 
very real and very meaningful. For ex- 
ample, studies of the tavern indicate that 


they develop a cohesive little social sys- 
tem: that one’s presence can be almost 
as mandatory as going to work, that 
there are rules for who can become a 
member of the ingroup, what constitutes 
an infraction of the tavern’s standards 
of appropriate drinking and socializing, 
and that the definition of leisure in the 
familiar, informally organized and regu- 
lated setting can have much more “pull” 
than hobbies which require newness and 
change. 

Certainly, for the average housewife, 
notions of leisure as pleasure are almost 
bound to involve contact with her peers. 
Normally, her life is restricted in its 
contacts, and much of it may be spent 
alone, with only the pseudo-socializing 
of other people: and another large part 
diligently adapting to the social skills 
and needs of her children—her inferiors 
in intelect, judgment, and responsibil- 
ity. A sense of recreation often comes to 
her via a picnic, and ball game, a meal 
in a restaurant: anyplace and anyhow 
that she can have the delicious satisfac- 
tion of close contact with another adult 
who shares her point of view and is in- 
terested in her, not in whether or not 
she’s guarding the cooky jar. It isn’t so 
much that she wants to escape from 
home and family, as that she wants some- 
one to join the team sustaining it. 

Consequently, the new market for 
leisure will contain many old products, 
as well as explorations in activities and 
possibilities formerly out of mind. 
Travel? Yes, if the family goes along, 
and the newness can be seen as educa- 
tional, as providing, an opportunity to 
renew old family and friendship bonds, 
as secure in its basic patterns and re- 
freshing in its irresponsibility. Hobbies? 
Also yes, when they fit into notions of 
family activity, of providing mutual in- 
terests and constructive activities. More 
of the same as before? Certainly, but 
with greater pleasure and embellish- 
ment, with more room for individuality 
and for sharing (face-to-face and vicari- 
ously) with one’s peers and equals who 
share one’s dreams. * 
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Los Angeles, CHIcago, and New York offer the unequalled 


and interchangeable staffs of fine artists. Our many clwents can 
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advantages of this arrangement; it may also prove an invalu- 





in your future planning. Stephens-Biondi-DeCicco Incorporated. 
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Bob Keys* draws knights. 
And days too, for that matter! 
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letters 


Fortune retold .. . 

I got a big kick out of a promotion letter 
sent out by Wm. J. Keller Inc. announc- 
ing the purchase of some of our Fortune 
type. The letter, informal, featured me 
and my sales pitch to Keller as a way to 
tell the virtues of Fortune to Keller's 
clients. It began, “Dynamic and enthu- 
siastic as usual, Bauer’s sales manager, 
Vince Giannone, crossed his slim, Brooks- 
Brothers-clad legs as he got into the 
burden of the presentation.” 

The rest of the letter told how I sold 
Keller on Fortune. It was a very effec- 
tive sales letter in the Buffalo area and 
has made a real good “conversation 
piece” for me too. I'm with Harry & 
Bert now, the light touch pays off. 


Vince Giannone, 
Baver Alphabets 


Typographic swing-back .. . 


I have been on the go for a month over, 
but now must take time to thank you 
for May number of Art Direction. Your 
“Visual Vitality versus Readability” fea- 
ture article expressed several things that 
confirmed my own observations. The 
story about Charles Tudor’s types was 


most interesting. 


Out of my bucolic cerebration I offer 
a prediction: Between now and 1960 
we will see a mild swingback to type 
faces that William Morris made famous 
— the Jenson-Cloister Venetians, and the 
romanized blacks, used with the kind of 
initial letters Morris employed, but with- 
out the overpowering ornaments and 
borders he liked. 

Also, I] think there will be high-level 
use of two type faces that have been in 
eclipse for a long time: Latin Antique 
and Latin (Law) Italic. The latter two 
faces just can’t miss. 

I noticed the tendency toward multi- 
color type lines eight years ago, when 
Bill Wolfe of The Cambridge Press, 400 
Atlantic Avenue, Montreal, P. Q., gave 
me one of his 1950 calendars. It looked 
so good to me I saved the calendar and 
it is on the wall here. Carries a still life 
color photo by Victor Keppler that 
makes your mouth water. 

Fifty-odd people from the National 
Amateur Press Association convention at 
the Washington Statler came to see us 
Sunday and printed a “convention spe- 
cial” here. I set the inside pages Saturday 
night. Pastime Printer won their “print- 
ing laureate.” 


Steve L. Watts, 
The Pastime Printer, 
Box 226, Front Royal, Virginia 





ontinental Oil picks 


BOLD 


Daylight Fluorescent 
Screen Process Colors 











Lawter is the basic fluorescent 
color manufacturer whose 
products are the most widely 
used in the graphic arts. 


BOLD 


——> ATTENTION CHICAGO AREA 
ARTISTS AND ART DIRECTORS! 


Why not call us during the coming 

AD show for a friendly discussion on how 
you can best use fluorescent color im your 
jobs. We would also like you to come out 
and see one of the most modern fluorescent 
color plants in the industry, right here 

in Chicago . . . see how BOLD fluorescent 
color is made! 

call AM bassador 2-8400 


Consult your 
Screen Process Printer for 
Helpful Suggestions. 


‘CONOCO 


“BOLD meets or exceeds 

every exacting requirement 

we demand from daylight 
fluorescent colors. We 
experienced excellent results 
with BOLD on our Royal gasoline 
service station promotion in all 
28 states of CONOCOLAND.” 


says Mr. Jack Nemeth, Sales Promotion 
Manager, Continental Oil Company 


Here is graphic proof that BOLD Daylight Fluorescent Screen Process 
Colors have strong acceptance among quality-minded, cost-conscious 
advertisers everywhere. These advertisers and their agencies make BOLD their 
choice to do the job right every time because they are assured of the 

ultimate in lasting brilliance, mileage and economy of application. 

BOLD enables them and you to get the greatest possible 

value from your budget dollar! 


Lawter fluorescent colors are the most widely distributed in the nation. 
Your screen printer has BOLD on hand to give you that sales impact 
which comes only from BOLD colors... quality standards of the industry. 
Insist on BOLD Daylight Fluorescent Screen Process Colors... 


‘Laval ap briahtrideaa’ 


LAWTER CHEMICALS, INC. 


3550 Touhy Avenue, Chicago 45, lilinois 


Newark, New Jersey » San Leandro, California 
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SIGNATURE 





: Automobile account art directors 


have for many years shown a 
marked preference for LaDriere’s 
newspaper art. A wide variety of styles 
and a large and versatile staff 


are your guarantee of satisfaction. . . 


LADRIERE STUDIOS INC. 
1700 CADILLAC TOWER 
DETROIT 26, MICHIGAN 


headquarters for quality 
automobile art for over 29 years. 


























MU 3-6564 * MU 3-5048 * 




















DESCRIPTION 


Height - six feet - slightly bent - physically - not mentally - weight 200 lbs. 
eyes - both blue - no perceptible scars - except on head which is covered by a 
crew cut . wears conventional size shirts 26 inch collar 49 inch sleeve - is 
dangerous - carries photographic samples in violin case - does not play violin 
whistles the blues - takes test shots in the arm - is apt to be seen with art 
directors - steals layouts - does good work in black and white and color - has 
halucinations and good sense of composition - thinks he is oldest juvenile 
delinquent in the business. WARNING - does no hack saw jobs - thrives on 
interesting assignments - if he calls on you with samples like the photographs 
shown below - give him some work. cell and telephone number 
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HENRY DRAVNEEK Associates 
152 East 40th St., N.Y. 16, N.Y. 






Last seen he was going that a way ——___» 
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letters 


(continued) 


Back from Europe . . . 

I got to Italy last June (1956) and, 
after a short stay in Rome, went up to 
Milan where I remained until about 
New Year’s, doing my decorative illus- 
tration for several places like an ad 
agency, a big department store and a 
fashion magazine. I didn’t. break my 
neck looking for work, as I find it more 
fun to sit around and sip espressos, 
learn the latest Italian slang, see West- 
erns dubbed in in Italian, and mean- 
while absorb, absorb all the art in sight. 

Advertising in Italy is, in general, 
below our standards, except for the 
work of a few top men like Bruno 
Munari, Antonio Boggeri, Giovanni Pin- 
tori and Erberto Carboni. There are few 
ad agencies on our model; most of the 
big companies have their own advertis- 
ing departments, where they prepare all 
the ads themselves, and use an agency 
simply to buy space, or buy it direct 
from the publication. Prices are a good 
deal lower than in N. Y., and Italian 
artists have to learn to be real fast so 
that they can finish one job in a hurry 
and get on to the next—if they want to 
make any money. 

After Milan, I spent some time in 
Paris, and then went down to Ibiza in 
the Balearics, a delightful island, still 
quite cheap and picturesque. For real 
paupers, I recommend Formentera (2 
hours by sheep-and-goat boat from 
Ibiza)—no electricity, no running water, 
but beautiful and about $1: a night for 
room and board. Barcelona delighted 
me as well, with its wonderful avenues 
for strolling in the old Gothic town, 
the flower-vendors on the Ramblas, and 
especially, the huge museum full of 
Catalonion Romanesque frescoes from 
ancient churches, finest and most ex- 
tensive collection I’ve ever seen. 

I flew back in on July grd. The new 
address is 60 East 7th Street, the new 
phone SPring 7-0244. 

Alice Golden 


Oh, those side burns .. . 

Thought you might be interested in 
knowing that I have signed to perform 
in the Fourth St. Theatre production of 
“AN ITALIAN STRAW HAT” opening Sept. 
30 for what we believe will be a long 
engagement. 

David Ross, celebrated for his critics’ 
award winning “Dysukk” and_ the 
Chekhov and Strindberg cycles is the 
producer and director. 

I will play two roles and understudy 
two character parts and since there are 
only evening performances during the 
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PITT STUDIOS 


CHerry 1-5037 Cleveland 
MAyflower 1-7600 Pittsburgh 
GRant 1-3639 Pittsburgh 





(continued) 


week my regular business activities will 
not be at all disrupted. 
However, there is one aspect to this 
whole thing which prompted this letter 
to you. It is necessary that I wear side- 
burns for this period piece, and those 
unknown A.D.’s and art buyers are here- 
by served notice through your column 
that there is a valid reason for this 
growth. By “unknown” of course I 
mean the people with whom I have 
never done business before. All of my 
active accounts have been advised, before 
I arrive, of this distraction, enabling us 
all to concenetrate on their specific art 
needs eliminating most psychiatric spec- 
ulation. By publishing this little bit of 
unimportant information I will not be 
so self-conscious as I trundle along those 
long and terrifying agency hallways. 
Thank you for your humanitarian in- 
terest. 

Lore Noto, 

Artists Representative, 

N.Y. C. 
Never, but never? 
I am fearful of quotation marks. It has 
a sense of embarrassment. When using 
them it is like looking into someone’s 
open mouth or trepanning a skull to 
peep inside. 

In the August 1957 issue of Art Direc- 
tion page 35, 1st column under the 
heading “Never, but Never use Art- 
work: “Always use photographs, never 
use art work. Photographs invariably at- 
tract more readers, sell more merchan- 
dise.” 

I hope this quotation is incorrect. 

I do not know Mr. Ogilvy and the 
way he tosses words and phrases around 
I would avoid getting into any verbal 
pyrotechnics. Mr. Ogilvy leaves himself 
an out by the use of “invariably” and 
it may be that he can explain why 
Chevrolet, Cadillac, Pontiac, Olin Math- 
ieson, Ford and if he wishes I can name 
25 other struggling firms fighting for 
sales .. . use art work. 

Is there a photographer as well known 
and loved as much as Norman Rock- 
well? Can any photograph equal the 
rush push and human interest of an in- 
dustrial scene by Peter Helck? 

Why does the First National Bank of 
New York use pages designed by George 
Giusti whose work has won 21 Art Direc- 
tors club medals? 

One of the British magazines I read is 
Scottish Field, published in Glasgow. 
Mr. Ogilvy spoke to British advertis- 
ing men. I don’t know if he considers 
a Scot English, but I took the trouble 

(continued on page 99) 











it takes all kinds... 


of Pictures 


to make vivid, 
eye-catching ads... 


More than 4,000,0 
on all subjects 
available for your use. 


Call, Come, Write or Wire 


CULVER SERVICE 


660 First Avenue 
New York 16, N. Y. 


Murray Hill 4-5054 
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coming events 


November .. . 4th Annual Exhibition of Art 
Directors Club of Boston. 


November 14... 25th Annual Exhibition of : 
Art Directors Club of Chicago opens at the Md 
Sheraton Hotel. 


November 19-20 . . . 4A Eastern Region Con- 
ference, Roosevelt Hotel, NYC. 


Nov. 22 . . . 4A East Central Region Confer- = 
ence, Detroit. - 


March 31-Apr. 10. . . 37th Annual Exhibition if 
of the New York Art Directors Club. Awards 
luncheon Apr. 1, Waldorf Hotel, NYC. 


Apr. 2-3 . . . National Visual Communications % 
Conference, Waldorf Hotel, NYC. Sponsored 
by the New York Art Directors Club. 


of Modern Art. NYC .. . German Art 
of The 20th Century, Oct. 2-Dec. 1; Recent 
acquisitions, Nov. 13-Jan. 5; Photographs of 
NYC selected by Edward Steichen, Nov. 27- 
Feb. 2. 





The Arts Club of Chicago .. . Young British 
Painters, Oct. 25-Dec. 3; Italian Sculpture, 
Dec. 10-Jan. 20. 


“$y 
ee 
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The Philadelphia Art Alliance .. . thru Nov. 
24, Vaughn Flannery oils, Allen Harris sculp- a? 
ture, Paul Keene oils, Richard Taicher, oils, 
thru Dec. 1; Ruth C. Pleasanton, watercolors, 
drawings, pastels, thru Dec. 11; Christmas 
Crafts Exhibition, Nov. 6 thru Jan. 5; Library 
of Congress recent acquisitions, Nov. 21-Dec. 
15; Morris Berd, gouaches, Nov. 27-Dec. 15; 
Gregorio Prostopino, oils and watercolors, 
Nov. 27-Dec. 22; Ruth E. Berger, oils and 
watercolors, Arlene Love, sculpture, Dec. 4-29. 

a 





booknotes 





THE SOCIAL HISTORY OF ART, Vols. 1 & 2, 
by Arnold Hauser. Vintage Books. $1.25 each 
volume. 

A paper-back reprint of the work orig- 
inally published by Knopf, these two 
volumes comprise volume I of the orig- 
inal. The author traces the relationship 
of art to magic, naturalism, religion, 
politics, social conventions, development 
of literature and philosophy, economic 
progress, democracy, and all the social- 
economic characteristics of all ages from 
prehistoric times one. Volume I of this 
edition covers prehistoric, ancient-orien- 
tal, Greek and Roman civilizations and 
the middle ages. Volume 2 covers the 
Renaissance, Mannerism, and the Ba- 


roque periods. 
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art directors 
specify 


SPEEDRY 
magic marker 


for strong, 


brilliant, 


solid color 









BULLETIN from 


“drawing 
board-test 
reasons 


da” 





crisp uniform colors 
no fixing color comps 
mix colors on layouts 
no wait for drying 
never any smudge 

no color globs 

draws velvet smooth 
fills large areas quickly 
unique 4-way nib 
waterproof 

translucent colors 
draws on acetate 

ideal for package dummies 


works on foil, glass, plastic Dippen 
nothing to spill 

nothing to fill for » 
indelible colors sketching, 
12 modern palette colors dry-brush, 


addresses art packages 
easy to grip 
low in cost 


technique art 









ideal for lettering 
sketching free-moving 
cartooning smudgeproof 
illustration work __ instant dry 
fine art low in cost 





when you order art supplies specify Speedry: 


SPEEDRY PRODUCTS, INC. 
Richmond Hill 18, New York AD4 
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HIGGINS 


4415 
Waterproof Black 


The International 


Standard of Excellence. 


For general use on 


paper and tracing cloth. 


HIGGINS 


eaten 


4435 
Waterproof Acetate Black 


For use on plastic film 
and water-repelient 
drafting surfaces. 


HIGGINS 


4425 
Non-Waterproof Black 
For fine line work 
and washes. 


Removable from plastic 
film by water. 


Waterproof Super Black 
A high intensity ink 
for art work with 
brush and pen. 


WITH THE QUALITY AND PERFORMANCE 
ONLY THE NAME HIGGINS CAN ASSURE! 


You have used 4415 and 4425, now 
ask your dealer for 4435 and 4445. 
Made in the same tradition, they 
furnish a complete answer to 


modern graphic needs. 


“aie, HIGGINS | 
INK CO, INC. Queue 
BROOKLYN,NEW YORK SS 
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ANIMATED Fitm Propucers oF AMERICA sistisuse"s 


WHitehal! 3-2424 





Knowledgeable people buy Imperial 
—and they buy it by the case 


agency: FOOTE CONE & BELDING 
art director: ORVILLE SHELDON 


PHOTOGRA PBI Y is: west ono street, CHICAGO 10, ILLINOIS, SUperior 7-9717 
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VENUS EXTENDED 


VENUS CONDENSED 


For contrast — specify Venus Extended and Venus Condensed. 
The wide range of weights available in both series provides 
multiple combinations to meet your every need. Only Bauer 
offers you such a broad selection of these versatile modern types. 











VENUS EXTENDED available in light, medium, bold, 
extraboid, and in italics in light, medium and bold. | 


VENUS CONDENSED available in light, bold and extrabold. 
For complete specimens, see your nearest Bauer Type Dealer 


or write on your letterhead to: 
BAUER ALPHABETS, INC. 


235 EAST 45th STREET, NEW YORK 17, WN. Y. 
OX 7-1797-8-9 
















cd 














This ad set in Venus Extended and Venus Condensed 
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color sketches — 


ROY HORTON 
STUDIOS 





145 east 52st. ny. plaza 3-4914 





Joint Ethics 
Committee Report: 
Mediation 


Who gets the cash? 


Who gets the credit? 


PROBLEM: Point at issue was $1,000 award 
money and credit for prize-winning 
design executed for a “designer + manu- 
facturer” in connection with a design 
competition. A studio entered the con- 
test, hired an artist to do the design. 


Artist: The artist’s design won. The 
studio offered the artist $100 of the 
award. Rejecting the offer of $100, the 
artist claimed the full $1,000, under 
an unique interpretation of client’s com- 
promise offer of a fifty-fifty split: all the 
prize money to the artist, all the pub- 
licity credits (and other benefits pre- 
sumably) to the “designer + manufac- 
turer.” In bringing the case to the Joint 
Ethics Committee, however, the artist 
scaled down his demand to $750. 


CLIENT (the “designer -+ manufacturer”): 
maintained that the purpose of the com- 
petition had been to create new uses for 
a certain material; that the actual de- 
sign was of secondary importance; that 
the $100 was originally offered as a 
token of goodwill; apologized for lack 
of artist-credit as an oversight. 


MEDIATION PANEL: Took note that al- 
though the client had termed the 
designs “magnificent,” for technical rea- 
sons they had to be redone before they 
could be used. Panel suggested a 60/40 
split in artist’s favor, disappointing both 
sides. However the Joint Ethics Com- 
mittee was informed in due course that 
an amicable settlement had _ been 
reached. 


(To refer problems to the JEC, address 
your query to Box 179, New York 17, 
N.Y.) 7 











bg of Address. Please send an address 
stencil impression from a recent issue. 
Address cha can be made only if we 
have your olde as well as your new address. 
Art Direction, Circulation office, 43 E. 49th 
St., NYC 17. 
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Art Direction 





Vigorous 


ies that attract 


vate people 


.) + > 
ad jettering 
g so much, itt beco 


use typograpny 


~ for YOU 
r write for style brochure 
TED FENBERG associates, inc. 


75 East Wacker Drive « Chicago 1, Illinois 
Telephone: DEarborn 2-7206 


















“tools save time 
and money! 






Always ready! 


xacto PEN-KNIFE 
with 2 blades $1.00 


Imagine...a professional knife that 
stays with you “all day.” Surgically 
sharp interchangeable blades make 
quick work of the hundreds of cutting 
jobs in a busy artist’s day. 





Other artists’ knives from 30¢. 


FREE! Illustrated 
BUYING GUIDE 
for X-acto Artists’ 
Knives, Tools, Art 
and Craft Sets. 


X-ACTO, INC. 
48-97 Van Dam Street 
Long Island City 1, N. Y. 















Eckstein-Stone 
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the finest 


red sable water color brush 
designed specifically for the 





graphic and ad arts 










delta’s ‘jewel’® 













| delta | brush mfg. corp. 


120 south columbus avenue, mount vernon, n. y. 
































Write for free copy: “Il!ustration, Retouching, Lettering 
with the Red Sable Water Color Brush.” 









O’GRADY-PAYNE, inc 


<i-leM lel aga mull eialice-W. m0 s-3. 16) 
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RAndoiph 6-9833 


Contact: 
Jack O'Grady — Adele Roth Nick Sciurba 
Frank Payne Frank Porter Otto Rimmler 
HaroldThomas ChuckTorosian Milt Johnson 
Marion Lebbin JerryWarshaw Bob DeGrave 
Dick Anderson Chuck Kessler Herb Slobin 
Joe Cosgrove Jack Smith Joe Passerello 
John Kollens Dick Hall 
Bill Gormar Dick Zolin 





More and more discriminating CHICAGO ART DIRECTORS 


Richard Loehle, Tom Goleas, Ken Glasener, 


Ted Stark, 


Carmen LaBello, Hank Freiday, Dick Leonard, 


John Bolt, Walter Wencel, Leo Vietz, 


Ray O'Connor, Vicky Long, Bill Vallier, Dick Kennedy, Tony Sorce, Cover designer 


—— Fran Foley, a native Chicagoan, is art 
Ed Bundy, Harold Zachman, Scott Alexander, director of Marshall Field & Company. 
He was graduated from the Art Institute 
of Chicago and studied at the Institute 
Jack Burns, Bob Chalkey, at BUNDY-FREIDAY STUDIOS for ee a rama 
the Society of Typographic Arts, and 
has also illustrated children’s books. 





that special job that requires distinctive art 





LEGAL NOTICE 


Statement required by the Act of August 24, 
1912, as amended by the Acts of March 3, 1933 
and July 2, 1946 (Title 39, United States Code 
Section 233) showing the ownership, manage- 
ment and circulation of Art Direction, published 
monthly at New York, N. Y., for October 1, 1957. 

The names and addresses of the publisher, 
editor, managing editor and business managers 
are: Publisher, Advertising Trade Publications, 
Inc.; Editor, Edward Gottschall; Managing rae 
none; Business Manager, <7 Barron, all of 43 E. 
49th St., New York 17, N. 

2. The owner is: (If AF by a corporation 
its names and addresses must be stated and also 
immediately thereunder the names and addresses 
of stockholders owning or holding 1 percent of 
more of the total amount of stock. If not owned 
by a corporation, the names and addresses of 
the individual owners must be given. If owned 
by a partnership or other unincorporated firm, 
its name and address as well as that of each 
individual member, must be given.) Advertising 
Trade Publications, Inc. and Don Barren, both 
of 43 E. 49th St., New York 17, N. Y. and Claris 
Barron of Haviland Rd., Stamford, Conn. 

3. The known bondholders, mortgagees, and 
other security holders owning or holding 1 
percent or more of the total amount of bonds, 
mortgages, or other securities are: None. 

4. Paragraphs 2 and 3 include, in cases 
where the stockholder or security holder ap- 
pears upon the books of the company as trustee 
or in any other fiduciary relation, the name of 
the person or corporation for whom such trustee 
is acting; also the statements in the two para- 
graphs must show the affiant’s full knowledge 
and belief as to the circumstances and conditions 
under which stockholders and security holders 
who do not appear upon the books of the company 
as trustees, hold stock and securities in a capacity 


436 Madison Ave. at 49th St. PLaza 3-7338 
FAMOUS FOR ORIGINAL PAINTINGS, REPRODUCTIONS, AND CUSTOM FRAMING other than that of a bona fide owner. 
5. The average number of copies of each issue 


1A AEM A SOC IAOOAAaere41O Aa aaa @ 2424 4 & = of this publication sold or distributed, through 

the mails or otherwise, to paid subscribers dur- 
ing the 12 months preceding the date shown 
above was: (This information is required from 


20,000 STOCK PHOTOS ektachrome retouching daily, weekly, semi-weekly and tri-weekly news- 


papers only.) 
of CATS and DOGS DON BARRON 


Color and Black & White DUPLICATES, ASSEMBLIES Sworn to and subscribed before me this 13th 
day of September 1957. 


CHANDONA PicTuRES | (i mildred medina _ Sunes 


Box 237A Huntington Station 8 EAST 48 STREET ¢ MURRAY HILL 8-0270 (My commission expires March 30, 1958) 
Long Island, N.Y. HAmilton 7-8260 
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BOOM! BOOM! 
JACK BLOOM 
NOW A PART 
OF PALETTE ART 


Jack Bloom, energetic new partner, has installed 
a complete, modern line of commercial art 
materials for the art director and artists. 
(formerly manager of A. |. Friedman, inc.) 

The right tool .. . for a better job . . . saves hours 
and money .. . the best tranquilizer in the world. 


THE PALETTE ART CO. 
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wash this paper! 


FTEXOPRINT 


Take a damp cloth, wipe away the simulated 
thumb print in the small circle. You will see 
how Texoprint's plastic surface keeps printed 
pieces new and clean looking for years. 
Beauty is always at hand with Texoprint. 















This is Texoprint 


The plastic printing paper which 
adds durability to color printing 


Texoprint, a paper material impregnated and coated with plastic, was 
developed to produce excellent printed results with fast setting inks—for 
color process offset, line letterpress and silk screen. 


Sales broadsides 


Texoprint opens a whole new field where durability can now be combined with 
finer reproduction quality. For many items Texoprint can replace pyroxylin 
and holland-type cloth, coated or uncoated printing papers and cover stocks. 


Because Texoprint suggests many unusual end uses it is important that you 
make evaluations to determine if Texoprint meets your end use requirements. 
We shall be happy to provide free samples for test purposes. Consult your 


Hardbound book bindings 
ink supplier for specific ink recommendations. 









Wall charts 
Flip charts 


Texoprint is available in a range of weights, colors and special finishes. WEIGHT: Basis 25x38-80/, 115/, 
140. COLORS: Green, Bive, Canary, India, and White. FINISHES: Plain, Box Calf, Levant and Linen. 


Maps: roller mounted, 
folded and wall 


characteristics... 


Cleans easily with a damp cloth and mild soap and refolded many times without flaking. 





Matchless color reproduction +» No-fray edge May be rolled and unrolled many times; resists 
Tear resistant, withstands rough handling curling, lays flat, yet is extremely flexible. 
Accepts adhesives + Sewable + High opacity Texoprint has a high degree of resistance to: 
Excellent dimensional stability fresh and salt water, grease, oil, some 

Folds well in either direction; may be folded chemicals, insects, bugs and rodents. 
arproouctor KIMBERLY-CLARK CORPORATION 





Tex-4 Lithographed in USA on Texoprint, 25x38/500-115#, white, plain finish. = P . y 
. hograp op ai/ fw P For additional information contact your Texoprint merchant or write to: 











business briefs 


Despite much talk about economic soft spots, 
slowdowns, or even a coming recession, 
the Federal Reserve system, which has 
more facts and as many analysts as any- 
body, sees no slump in the offing. 


Heart of the matter is the consumer, as the 
FR sees it. And the consumer’s ability 
is continuing strong. FR points to less 
widely cited indices, such as the retail 
sales picture which was on a plateau 
from November to May and has been 
rising ever since. Its increase of $7,000,- 
000,000 (projected to an annual basis) 
more than offsets the effect of defense 
cuts at the rate of $4,000,000,000 annu- 
ally. Record highs are being established 
with all major retail groups reporting 
strong. 
- 


Taking a longer view, and analyzing its 
meaning to advertising, is Arno H. John- 
son, J. Walter Thompson Co.’s senior 
economist and vice president. Mr. John- 
son says the nation has experienced a 
serious slowdown in consumption growth 
this year. The country needs to increase 
consumption sharply in the next ten 
years says Mr. Johnson, to keep pace 
with increased productivity and main- 
tain a balanced, healthy economy. Just 
to keep pace with expanding production 
requires a 50% growth in consumption 
in the decade. 
* 


Where does advertising fit in? Advertising, 
along with selling, packaging, merchan- 
dising, etc.—is a major force in keeping 
consumption up with production, de- 
mand up with supply. To do the job 
that needs to be done Mr. Johnson sees 
expanded ad budgets with ad expendi- 
tures by 1967 of $21,000,000,000 or dou- 
ble the present rate. 


In this picture of an ever-expanding pie, where 
do you fit in? The pie has grown larger 
each year for the past several years, still 
agencies fail and merge, studios com- 
bine, freelancers join studios, studio 
staffers start out on their own. 


Generally speaking, in the ad art field, the 
trend has been toward growing studio 
operations with facilities to handle a 
wide range of work and a large volume 
of work, with art and photo personnel, 
and with service facilities and talent in 
more than one city, and as the economy 
and the ad business grows, there is every 
indication this trend toward the big 
studio will grow with it. * 
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RAPID FILM-LETTERING 
41.00 PER WORD! 


Reduced or enlarged to fit your layout . . . negative or positive... 
No photo-print charge!... No photostat charge! ...No minimum 
charge! .. . Unlimited choice of styles! ...24 hour service! New 
FREE specimen chart on request. Write or call 


RAPID TYPOGRAPHERS INC. 


305 EAST 46TH STREET, NEW YORK 17 * MU 8-2445 











TYPOGRAPHY art 
oeee2e « Quality 


for today’s tastes 


222222 Speed 
for today’s tempo 
FOUNDRY * LUDLOW * LINOTYPE * REPROS 
DAY & NIGHT 
LEXI-CRAFT 


TYPOGRAPHERS 
111 EIGHTH AVE. - WA 4-5069 


for 


GATS 
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SARRA...SPECIALISTS IN VISUAL SELLING IN BLACK & WHITE AND COLOR... 


if 





a 


PHOTOGRAPHIC ILLUSTRATION * MOTION PICTURES 
TV COMMERCIALS + SOUND SLIDE FILMS 


SARRA- 


Sarra always shoots to sell 


NEW YORK: 200 East 56th Street CHICAGO: 16 East Ontario Street 





FRED NILES PRODUCTIONS 
is the PACE-SETTING 
FILM MAKER 








Winsor & Newton’s Series 7 “Aibata”, 


the world’s finest water color brushes, 


are the choice of exacting artists 


because they are painstakingly made 


from finest pure red sable hair. 


Available in sizes 000 through 14. 
the world-wide 


lor 
standard t H 
of IMPORTED quality W i 50" ; no 


that all can 
afford 902 BROADWAY, 


N. Y. 10, N. Y. 


Canadian Agents: THE HUGHES OWENS CO., LTD. Head office, MONTREAL 
Californian Distributors: THE SCHWABACHER-FREY CO., SAN FRANCISCO 
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and these are some 
reasons why... 


®@ CREATIVITY a’plenty ... with a 
creative writing and art staff to 
help create TV spots and in the 
planning of current campaigns. 


@ SUPERB PHOTOGRAPHY, so 
skillfully done you'll want to reach 
out for the product. Location and 
studio shooting in 35mm color 
and black & white. 


@ ANIMATION SPECIALISTS, a 
divisior in Hollywood exclusively 
devoted to animated TV spots 
and industrials... excelling in 
some of the most exciting design 
and interpretive animation in the 


country. 


AWARD WINNERS... 
Recipients of Art Dir- 
ectors’ award for ani- 
mation, and Chicago 
Federated Advertising 
Club for live action. 


FRED A. NILES Productions, Inc. 


Motion pictures for theatre, television and industry 
22 W. HUBBARD STREET CHICAGO 10, ILLINOIS 


SUperior 7-0760 
In Hollywood: RKO Pathe Studios, Culver City 














argest selection 


of Fotosetter type styles 


ANYWHERE 


Yes, with the recent addition of many new type faces, 
Warwick now offers you more than 900 Fotosetter styles and 


sizes ... more than any other source in the world! 


Now, more than ever before, it will be a good idea to see for 
yourself the advantages of Warwick Fotosetter composition. 
Experience firsthand the razor-sharp characters, the clean, crisp 
impressions and the superior spacing that is yours every time with 
Warwick Fotosetter proofs. Never a smudge or smear. 

The average order is completed the same day we receive it. 

Mark that next important job ‘‘Warwick”’. 


Just off the Press! 


Warwick's comprehensive new Typography Service Book featuring 
the new Fotosetter faces plus Flexset, Headliner, Monotype, Linotype, 
Ludiow and Hand Typography. Write for Warwick's Booklet SB-11 

on your letterhead today! 


WARWICK TYPOGRAPHERS inc 


920 Washington Ave. «+ St. Louis 1. Mo. 
Phone CEntral 11-9210 «+ TWX SL 48 





PHOTOSTATS 


astest 





AMERICAN 
BLUEPRINT CO 


7 EAST 47" ST Plaza 1-2240 
299 MADISON AVE MU 7-196] 
630 FIFTH AVE CO 5-0990 
60 EAST 56” ST Plaza 1-2240 





COPY-FITTER EVER! 


That's what thousands say 
about the famous 

Haberule Visual Copy-Caster! 
Artists, ad men, printers, editors, 
students swear by it. Never 
ohsolete. Money back guarantee. 
At art supply stores or direct. 
Haberule Visual Copy-Caster 
with plastic type gauge, $7.50 


HABERULE 


BOX AD-245 + WILTON + CONN. 





what’s new 


HOW TO MAKE A MOViE: A _ readable, 
humourous but informative booklet on 
how to make a movie, from idea to fin- 
ished print, is being distributed by 
Roger Wade Productions Inc., 15 W. 
46th St., New York, N. Y. 


GLU-PEN: As the name implies, this is 
a glue dispenser that is simple and 
clean to use. Works like a_ ballpoint 
pen. 5000 glue dots per refill. $2.95 
for pen and two cartridges. Glu-Pen 
Corp., P.O. Box 502, Hampton, Va. 


EDICTIONARY: You read right, it’s an 
Edictionary, a public relations ediction- 
ary, to be precise. P. K. Thomajan, 
famed for sharpening words into knives, 
has put together a collection of sayings 
and observations on public relations 
(and life in general) calculated to make 
you mad while you smile. Typical: frac- 
tured halos never sit too comfortably”, 
“Quacktitioners can be the duckiest 
people.” Booklet cover features Janus, 
with a gleam in his eyes. As the God 
of the New Year, we thought Janus 
had the two heads better to look both 
forward and backward with. Could Mr. 
Thomajan be suggesting he is two- 
faced? Copies from the author for $1.00. 
Write him at Carlstadt, New Jersey. 


RADIANT SPRAY/BULLETIN COLORS: Two 
new fluorescent products, Sun-tested 
Velva-Glo Quik-Spray colors and Sun- 
Tested Velva-Glo Bulletin colors come 
in pink, cerise, red, chartreuse, orange, 
green, orange-red and orange-yellow. 
Quik-Spray has very fine pigment par- 
ticles for easy flow and leveling, comes 
in 16-0z. container with new valve to 
eliminate clogging. Bulletin colors are 
ready to use, without thinning, have 
lightfastness—2 medium coats will last 
up to 6 months outdoors, Radiant re- 
ports. Color samples from Radiant 
Color Co., 830 Isabella St., Oakland 7, 
Calif. 


REGISTER MARK TAPE: X-Marx register 
mark tape comes in new $1 dispenser 
size, also comes in $3 372-mark roll. 
Black marks are printed on clear cello- 
phane tape. Information from Bienfang 
Products Corp., Mctuchen, N. J. 


ALPA LENSES USABLE ON 16MM: ALPA 
“Cinadapt” adapterring allows ALPA 
35mm camera owner to use his leneses 
on 16mm motion picture camera. Rings 
accept bayonet mount of ALPA lenses 
and screws into C-mount of movie cam- 
era. Distributed by Karl Heitz, Inc., 480 
Lexington Ave. 
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Nesbitt Associates Walter Kumme 


MM PTIPA rio wile con 


You've got to be seen to be sold! 


These four DAI members have solved 
part of that problem — getting seen with- 
out sales time of their own — economi- 
cally too! 

Walter Kumme got DAI jobs total- 
ling $2110 recently where his superb line 
and scratch board talent fitted the AD’s 
exacting needs (15% commission and 
going to 12%% as this is his second year 
with DAT). 

Nesbitt Associates did a variety of 
jobs last month thru DAI on top of their 
specialty, package design, for $4000 extra 
billing. The variety pleased them, the 
work pleased the clients (no commission). 

Among other DAI-found jobs, a $2500 
one was completed by Tom Hill, free- 
lancer, expert at catching the spirit of a 
layout, in his atmospheric, sketch tech- 
nique (individual member’s low 15% 
commission ). 

Glanzman-Parker made $3670, pro- 
vided clients their excellent contemporary, 
functional solutions to graphic problems; 
DAI provided the clients. All were de- 
lighted, clients especially (no commission ) . 


If you find yourself short on showing 
time — AD seeing time —try talking to 
our Mr. York, PL 5-7021, or write us. 

What does this mean to a free- 
lancer? That his or her work is almost 
constantly being considered by buyers 
who have called DAI with specific assign- 
ments in art or photography. In other 
words, their proofs are on the job at the 
right time and in the right-place when 
an art director is ready to buy. 


DIRECTOR'S 
ART 
INSTITUTE 


EAST 6th N Y PLAZA 


DA! DOES NOT REPRESENT ARTISTS. CLIENTS CHOOSE THEM 
FROM DAI'S FILE. ARTISTS AND CLIENTS WORK DIRECT 


Art Direction / The Magazine of Creative Advertising / , November 1957 


What is Director’s Art Institute? 
A clearinghouse of art and photography. 
A unique file containing 30,000 sample 
proofs of the work of 6000 artists and 
photographers, drymounted on keysort 
cards to insure accuracy and speed in 
getting them to interested buyers. A na- 
tional showcase, where alert art directors 
shop when they really need an artist or 
photographer. 


What does a member get? Service 
first and always. His work shown con- 
stantly; the benefit of our Information 
Service which will authoritatively answer 
any commercial art questions, subscrip- 
tion to PRINT magazine; periodic re- 
ports on where his work has been shown; 
discounts on art supplies, stats, models, 
typography, research studies and seminars. 


What does it cost? For the free- 
lancer the cost is $24.50 for one year. For 
the rep group, $100; for the studio $150. 
Advertising agencies, publications accord- 
ing to billing and circulation. For complete 
information call or write the Institute. 





GROSS STUDIOS, INC. 


S2So0OnN. MICHIGAN 


ee, ier Ce lems! 








with depth ond dimension 
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cartoons & 


Adams, Frank 
Addams, Charles 
Baker, George 
Barlow, Perry 
Barlow, Tony 
Boltinoff, Henry 
Caplan, Irwin 
Cavalli, Dick 
Darrow, Whitney 
Day, Chon 
Decker, Richard 
Dedini, Eldon 
Dowling, Dan 
Drucker, Boris 
Duffy, Ed 

Emett, Rowland 
Farris, Joe 

( Ferd'nand ) 
Goldberg, Herbert 


Goldberg, Rube 
Goldstein, Walter 
Hershfield, Leo 
Hoff, Syd 
Holman, Bill 
Hunt, Stan 

Irvin, Rea 
Johnson, Crockett 
Keller, Reamer 
Key, Ted 

Kraus, Bob 
Langdon, David 
Martin, C. E. (CEM) 
Mullin, Willard 
Nofziger, Ed 
O'Brian, Bill 
Owen, Frank 
Paplow, Bob 
Partch, Virgil 


Pascal, Dave 
( Peanuts ) 

Price, Garrett 
Price, George 
Rea, Gardner 
Reynolds, Larry 
Richter, Mischa 
Smits, Ton 
Soglow, Otto 
Steig, William 
Stein, Ralph 
Syverson, Henry 
Taylor, Richard 
Thompson, Ben 
Tobey, Barney 
Tobin, Don 
Wiseman, Al 
Wiseman, Bernie 
Wolff, George 


Cartoons And Humor For Advertising 


FREE PRODUCTION AIDS 
FROM 
/mask-o- 


See us at the Advertising 
Essentials Show, booth 49 


Kennedy Associates, Inc. 


141 East 44th Street, New York 17, N. Y. 
MuUrray Hill 7-1320 


142 Greene Street 
New York City 12 
CAnal 6-8440 
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IN CHICAGO 
and the nation 


YOUR IDEA 
is respected at 
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KLING STUDIOS y) 


The talented people at Kling are 

able and eager to give you, the Art Director, 
exactly what you want. In advertising, 

it's the idea that counts—your idea, And it's 
the ready availability of an amazing 

amount of diversified talent that enables 

Kling Studios to change your valuable idea into 
a reality. Originality? Well, there are idea 

men, too, at Kling—men who both plan and execute. 
And they’re all friendly people, bringing 
genuine enthusiasm and a wealth of 
advertising experience to every job. Under the 
Kling banner are a host of outstanding artists— 
in layout, figure, mechanical, still life, 
photography, motion pictures, merchandising, 
promotions, point-of-purchase displays 

—ready to do successful work for you. 

Won't you give us a call? 


KLING STUDIOS 


—_ 


607 North Fairbanks Court, Chicago 77, //I. 
DE/laware 7-0400 


KLING FILM STUDIOS 


ia.) 


1058 W. Washington, Chicago 7, I/II. 
SEeley 8-4787 
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LAYOUT AND DESIGN 


ILLUSTRATION 


mechanical line and wash 
... still life and figure 
... 8tylized and cartoon 


RETOUCHING 
T.Vv. STORY BOARDS 
LETTERING 


KEYLINE AND ASSEMBLY 


Cari Grether 
Hollis Alling 
Shirley Krimsin 
Ben Kozlowski 
Pat Reeve 
Bonnie Zak 
John Collura 
Hugh Reid 
Bruce Johnson 
Jack Stanton 
George Becker 
Ken Renner 
John Kutten 
Bob Cartwright 
Rudy Fuhr 
Ellouise Walthers 
Jackie Mattera 





152 east superior street, chicago 





Marv Abelson 

Mickey Boyle 

Bill Montague 

Len Krimsin 

Milt Pierson, Pres. 
Harry Kinser, Secy. 
Larry Pressner, Treas. 


phone WHitehall 3-0700 








QUALITY 
ART MATER 


NEW YORK 36 
CrRCLE $66 


Studio Roman FL 3-8133 | \_ 


~ 





25 WEST 45m STREET 


——— 


FRAMING: Classical 
and modern. 
Unusual prints and 
reproductions... 


A. |. FRIEDMAN INC. 


come browse our 
colleetion. Art 
materials catalog 
sent on request. 


——_— 
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what’s new 


MASKING FOR REFLECTION COPY: This new 
Kodak Graphic Arts Data Book, $1, has 
72 pages of information on color cor- 
rection, directed toward photographers 
and others doing color reproduction 
work. Has complete method of color 
corrections, reasons for and importance 
of masks, instructions for magenta, pos- 
itive and two-stage masking methods, 
and other information. Illustrated with 
charts, diagrams, b/w and color photo- 
graphs. To be included in Kodak 
Graphic Arts Handbook. 


TRANSPARENCIES FOR OVERHEAD PROJECT- 
ors: New bulletin from Ozalid Division, 
General Aniline and Film Corp., tells 
how to make transparencies for over- 
head projectors from all types of orig- 
inal materials—transparent, opaque, two- 
sided or bound. Specifically, how Oxa- 
lid Projecto-Printer Kit can be used. 
The kit utilizes dry developing diazo 
or direct copy method and reflex photo- 
copy methods. Information from Ozalid, 
8 Corliss Lane, Johnson City, New York. 


LEE TEXT PAD: Lee Paper Co. offers de- 
sign and production text pad with full 
selection of Lee surfaces and colors in 
text weight. Pads also available on cov- 
er weights. Information, pads, prices, 
from Lee representative, General Paper 
Corp., 10th & Lombard Sts., Philadel- 
phia 47, attention Ted Edwards or Ruth 
Burns. 


CASE HISTORIES UNLIMITED: New agency of- 
fers specialized case history service. Has 
writers and photogs in key spots 
throughout country, headquarters in De- 
troit at 1937 Book Tower, Detroit 26. 
Led by Frederick G. Brownell, Detroit 
public relations counsel and former ad 
agency executive, company offers com- 
plete responsibility on reporting, photo- 
graphing, writing and editing case study 
reports and product application articles. 


KODAK PHOTO RESIST: 16-page booklet 
describes material for making photo- 
lithographic printing plates and in- 
cludes up-to-date instructions and list 
of supplies. Written for the lithogra- 
pher. From Graphic Reproduction 
Sales Division, Eastman Kodak Co., 
Rochester 4, New York. 


GOWLAND’S GIRLS: 684 Gowland pictures 
are shown in a stock picture catalog 
available for $2.00 from Peter Gowland, 
609 Hightree Road, Santa Monica, Cali- 
fornia. The girls are tall, short, dark, 
fair, but all pictures have the Gowland 
glamor. 





for 


FESTIVITY 
and Distinction 


POST TITLE LIGHT 
POST TITLE HN TSpIWiN 
POST TITLE @iexveyap 


Post Roman Light 
Post Roman Medium 
Post Roman Bold 


Post Italic 


Made in Germany by Berthold Typefoundry, Berlin / W.Germany 


Distributed by: 
AMSTERDAM CONTINENTAL TYPES AND GRAPHIC EQUIPMENT INC. 
268-276 Fourth Avenue, New York 10, N.Y., Telephone: SPring 7-4980 
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"READY TO DRAVY 


We’re all decked out in our new quarters and rarin’ to 
produce more creative results for you. We aim for 
first-shot accuracy in layout, finished art, and 
photography. Let us show you our fast draw today. 


PHONES: Village 8-6050 COlumbus 1-3673 
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NORM ULRICH ADVERTISING ART STUDIOS 








6930 Roosevelt Road, Oak Park? Illinois 


*Oak Park is 15 minutes WEST of the loop 





How to help 
a young artist get ahead 





The next time a “young hopeful’”’ 
asks your advice about 

a job or a raise... 

tell him to mail this coupon. epatyr ys 











Tue Famous ARTISTS SCHOOLS of Westport, Conn., have \Ya 

helped many a young artist forge ahead. As you know, this COMING $ MING SOON FROM 

is the school run by America’s 12 Most Famous Artists. 
So why not tell the next young artist who comes in and 

asks for advice to mail the coupon below. Jt will help him 


FAMOUS ARTISTS SCHOOLS 
Studio 375 Westport, Conn. 


Send me, without obligation, information about 
the courses you offer. 
Mr. 


Mrs. 
Miss (PLEASE INT) 





Address 
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Hiustration 
JOHN WALTER 
LES KISH 

DON SIMMONS 
GENE GIVAN 
PHIL LESTER 
ALEX BARTOSH 
VERA JOHNSON 
Cc. EDMONDSON 


photography 
FRANK MISEK 
RUDY ZAK 

KAZ NAGAI 

GiL SEEHAUSEN 
BUD EVERS 
CHARLES SCHWARZ 
GORDON STOWELL 


KAY TURNER 


layout 
WM. SCHUYLER 
WM. RHODES JR. 


retouching 
RUDY HAJEK 
CAM VACEK 
CARLO RASMUSSEN 
ROY RIS 
ED STRENTZ 
JOE TRUDELL 
shoe illustration 
E. G. STOWELL 


IRA YUTKIN 


DEE BJORKLUND 
WM. ESTERQUEST JR. 


IRVIN LINEHAN 


lettering 


VIRGIL TRUMAN 
WARREN SPAULDING 


ROBERT OGI 


art direction 


GENE ZAVER 
JACK NEWLIN 


production 


CHARLES RIMNAC 
TONY KAMINSKI 
VIRGINIA DUARTE 
RICHARD FRIDRICH JR. 
ROBERT OGi 

JAMES WEBBER 

HUGH FERRIER 

GEO. VASELOW 

JIM JOHNSON 

CAROLYN SCHOLLA 
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studios 


raft 


HUGH PELKEY 
108 east poner: Wi tree 





saies 
E. G. STOWELL. EDWARD JIRASEK FRANK J. MALONEY 
VERNE SMITH WARREN ANDERSON FRANK DELHAYE M. F. PROCUNIER 








Wonderful words to hear...whether for an important customer's 4-color 
catalog, or the boss's wife's garden party invitations. And...important 
as paper is to the appearance of a finished job, we aren't going to tell 
you that specifying Fox River Cotton Papers makes every job perfect! But, 
the crisp, new-money feel—the beautiful Arctic White color—the uniform 
texture and conformation—are qualities of Fox River Papers that add much 
to any printed piece. Try a Fox River grade on a job you're working on 
now...ask your Fox River merchant for samples. 

BONDS LEDGERS ONION SKINS VELLUMS BRISTOLS THIN CARDS 


FOX RIVER PAPER CORPORATION 














Appleton, Wisconsin 
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your fox river 
merchant is 
listed here 


alat »ma—Montgomery—Weaver Paper Company 
na—Phoenix—Butler Paper Company 
son—Butler Paper Company 
ornia 
entro—W. A. Scheniman Paper Company 
no—Sierra Paper Company 
} Beach—Sierra Paper Company 
Angeles—Columbia Paper Company, La Salle 
-r Company, Sierra Paper Company 
and—Nelson Paper Company 
and—Pacific Coast Paper Company 
Diego—Columbia Paper Company 

a> Diego—Sierra Paper Company 

Francisco—Davis-Colton Paper Company 
ic Coast Paper Company, Seaboard Paper 
pany San Francisco—Wilson-Rich Paper Company 


do 
rado Springs—Butler Paper Company 
er—Butler Paper Company 
\o—Butler Paper Company 
eqnnoctions—Sriggpers—Gaulty Paper Company 
ord—Geo. W. Millar & Co., Inc. 
son—Geo. W. Millar & Co., Inc. 
Haven—The Arnold-Roberts Co. 
district of columbia 
Washington—The Whitaker Paper Co. 
florida 
Miami—Southeastern Paper and Supply Company 
georcia—Atlanta—S. P. Richards Paper Co. 
idaho 
idaho Falls—American Paper & Supply Co. 
Pocatello—Consumers Paper Corporation 
illinois—Champaign—Crescent Paper Company 
Chicago—Bermingham & Prosser Co., J. W. Butler 
Paper Company, Forest Paper Company, La Salle 
Paper Company, Murnane Paper Company 
Peoria—Butler Paper Company 
Rock Island—C. J. Duffey Paper Co. 
indiana—Evansville—Butler Paper Company 
Fort Wayne—Butler Paper Company 
indianapolis—Crescent Paper Company 
Terre Haute—Mid-States Paper Co. 
iowa—Cedar Rapids—Butler Paper Company 
Des Moines—Bermingham & Prosser Co. 
kansas—Wichita—Butler Paper Company, 
Southwest Paper Company 
kentucky—Louisville—Superior Paper Company 
louisiana—New Orleans—Butler Paper Company 
maine—Augusta—The Arnold-Roberts Company 
maryland—Baltimore—The Mudge Paper Company 
The Whitaker Paper Co. 
massachusetts 
Boston—The Arnold-Roberts Company 
Worcester—Geo. W. Millar & Co., Inc. 
michigan—Detroit—Butler Paper Company, The 
Whitaker Paper Company 
Grand Rapids—Central Michigan Paper Co. 
i ta—M iis—Butler Paper Company, 
C. J. Duffey Paper Company, The Paper Supply 
Cormpany 
St. Paul—C. J. Duffey Paper Company 
missouri 
Kansas City—Bermingham & Prosser Co., Butler 
Paper Company, Weber Paper Company 
St. Louis—Bermingham & Prosser Co., Butler 
Paper Company 
Springfield—Butler Paper Company, Springfield 
Paper Company 
montana—Billings—Yellowstone Paper Company 
Butte—Butte Paper Company 
Great Falls—Great Falls Paper Co. 
nebraska—Lincoln—Schwarz Paper Company 
new jersey 
Jersey City—Gotham Card & Paper Co., irc. 
Newark—Newark Envelope Company 
new mexico—Albuquerque—Butler Paper Company 
new york 
New York City—Geo. W. Millar & Co., inc., The 
Paper Center, Inc., Saxon Paper Corporation 
north dakota—Fargo—Fargo Paper Company 
Minot—Fargo Paper Company 
ohio— C iti--The Joh Payer Company 
Cleveland—Brewer-Chilcote Paper Co. 
Columbus—Cincinnati Cordage & Paper Co. 
Dayton—Nesbitt Paper Company 
Springtfield—Nesbitt Paper Company 
Toledo—Cannon Paper Company 
oklahoma 
Oklahoma City—Oklahoma Paper Company 
Tulsa—Beene Paper Company 
oregon—Portland—Fraser Paper Company 
West Coast Paper Company 
pennsylvania 
Philadelphia—Clinton Envelope & Paper Co. 
Pittsburgh—Brubaker Paper Company 
Scranton—Elm Paper Company 
York—The Mudge Paper Company 
thode island 
Providence—The Arnold-Roberts Company 
tennessee 
Chattanooga—Southern Paper Company 
Knoxville—Southern Paper Company 
Memphis—Western Newspaper Union 
Nashville—Bond-Sanders Paper Co. 
texas—Abilene—Southwestern Paper Co. 
Dalias—Southwestern Paper Co. 
Fort Worth—Southwestern Paper Co. 
Houston—Southwestern Paper Co. 
utah—Salt Lake City—American Paper & Supply Co. 
washington —Seattie—West Coast Paper Company 
Spokane—Independent Paper Company 
Tacoma—Allied Paper Company 
Wa'ia Walla—Snyder-Crecelius Paper Co. 
Yakima—West Coast Paper Co. 
wisconsin—Appleton—Woelz Brothers, Inc. 
Milwaukee—Nackie Paper Co., Standard Paper 
Ompany 
export agents .. . new york 
w York City—Champion Paper Co., S. A. 








Better Papers are made with 
Cotton Fiber 





what’s new 


NEW CHARACTER COUNTER: Taylor Pub- 
lishing Co.’s new Character Counter ,of 
rigid Vinylite with a transparent center, 
measures typewritten copy, elite or pica. 
Vertical rules divide transparent center 
into Y-inch columns to show 6 char- 
acters in each for elite copy. Turn CC 
upside down, columns show 5 characters 
in each for pica copy. From Taylor, 
2043-45 Wesleyan Rd., Dayton 6, Ohio. 


TABLETO® PROJECTOR: Craig motion pic- 
ture porjector, which fits into carrying 
case no bigger than small table radio 
and weighs 101% lbs., can be used for 
training film projection, etc. Movie ac- 
tion viewed on 314x414 ground glass 
screen, room needn’t be darkened. 
Manufactured by Craig, Inc., division 
of The Kalart Co., Inc., Plainville, 
Conn. 


CHART-PAK CATALOG: 1957 Chart-Pak 
catalog, revised and enlarged, has 24 
pages of illustrations, descriptions of 
company’s line of pressure-sensitive 
printed tapes, templates, other charting 
materials. New product listing includes 
Tape-Pen, tool to apply 1/32” and 
1/16” widths of Curve Line tape. From 
Chart-Pak, Leeds, Mass. 


PORTABLE TRACING UNIT: Porta-Trace, by 
Ozalid Division of General Aniline and 
Film Corp., 6 Corliss Lane, Johnson 
City, N. Y., is lightweight, illuminated 
portable tracing unit. For photographic 
work, reproduction drafting. Thin 
enough to be slipped under string type 
parallel rule on a standard size draft- 
ing board. Rubber feet hold it in posi- 
tion, even at acute angle. Easily shifted. 
Available with tracing surfaces from 
107x174” to 2314x3514”. Further in- 
formation from Ozalid 


INDELIBLE PHOTOCOPY PAPERS: New bright, 
indelible colored papers for use with 
Copycat Corp.’s Green-Ray system come 
in blue, buff, green, rose and yellow. 
Samples of new positive papers for 
Copycat photocopying machine avail- 
able from CopyCat Corp., 41 Union 
Square, W., New York 3. 


IDEAS ON PAPER LIBRARY: Collection of 
latest specimens of printed literature 
released by all types’ of business and 
industry offered by Alling & Cory Co.— 
Miller & Wright Paper Co. Segments of 
library in portfolio form are loaned 
without obligation to interested parties 
in New York City, with deliveries and 
pick-up by company. Information from 
Alling & Cory Co., 730 Broadway, New 
York 3. 


(continued on page 110) 
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q ; on the poor Indian, gazing afar... 


Has gone the way 
of the five cent cigar! 
His head was wooden, 
though noble his brow, 
And not even Cleveland 
could use him right now! 
Need a fresh approach, ideas anew? 
Let Bettmann prints inspire you! 


When you're in the market for 

the cleverer, the smarter, the stopper... 
look to Bettmann Archive, America’s 
prime source of old pictures and prints. 
Call, write or wire for approvals 

on any subject or period. 


ther $Settmann 


rohnive 
215 East 57th St., N. Y. 22, N. Y., PL 8-0362 
— ask for FREE folder 

















Budget low... 
lettering cost high... 


IT’S A JOB FOR 
Stik-a-letter 
The 
professional 


lettering Bana Write for 
technique literature and samples 


a Stik-a-letter Co. 
RT. 2 - BOX 286, ESCONDIDO, CALIF. 


a 





the old way 


The difference is apparent when you see them side by side. 
Highlight halftones are much more natural looking— more 
clean-cut—and truer to copy when made from Fluoro- 
prepared art. The reasons are simple: 
1. Fluoro plates require no hand brushwork, or hand 
masking. 
2. Fluoro is camera-automatic ...error-proof right down 
to the finest detail. 
This process is yours simply through using Fluoro art ma- 








FLUORO way 


terials on any good illustration board. Then order plates from 
one of more than 300 Fluoro-equipped engravers or litho 
plants located in all major cities. 


Fluoro is not a mere gimmick or fad. It is a well established 
gtaphic arts procedure—proven through years of use by many 
of the world’s leading advertisers. Let us send you the com- 
plete story of Fluoro ... its simplicity ... its reliability... 
and why it costs no more, and works so well. 


FLUOROGRAPHIC SALES DIVISION 


Printing Arts Research Laboratories, Inc. 
La Arcada Building « Santa Barbara, Calif. 





ane DiRnEcTION 


Chairman of the 1958 
Visual Communications 
Conference, to be spon- 
sored by the New York Art Directors 
Club during the 37th annual show, is 
Paul Smith, president and creative direc- 
tor of Calkins & Holden. He has been 
president of the club twice and has won 
35 major art awards. 

Both the Visual Communications Con- 
ference and the 37th annual show will 
be held during Visual Communications 
Week, March g: to April 10, announced 
New York club president Walter Grotz, 
AD at Marschalk & Pratt division, Mc- 
Cann-Erickson. The Awards Luncheon 
will be held April 1, the conference 
April 2 and 3. Grotz said the date of 
Visual Communications Week was moved 
up a month to accommodate visitors to 
New York during the period imme- 
diately preceding and following Easter. 


Paul Smith 
chairs VCC 


ypographic/engraving 
»wards of New York show 


he typographic and engraving awards 
esented to winning pieces of the 36th 
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Annual Exhibition of Advertising and 
Editorial Art of the New York Art Direc- 
tors Club have just been decided. The 
awards, selected by separate juries for 
each category, were announced by 
Arnold Roston, chairman of the 36th 
exhibition. Awards for Distinctive Merit 
in Typography were given to eight 
pieces selected by a jury of typographic 
experts headed by Mahlon Cline. Paul 
Lang was chairman of the jury which 
decided eight awards for Distinctive 
Merit for Excellence in Engraving. 

In the typographic division, award 
winners were Progressive Typographers, 
Typographic Service, Philmac, Advertis- 
ing Composition Inc., Techni-Process, 
Cooper & Beatty, Advertisers Composi- 
tion Co.; Advertising Designers. Engrav- 
ing awards were named for Condé Nast, 
Knapp Photo Engraving, Sterling En- 
graving, Legg Brothers, Western Litho- 
graph Company of Los Angeles, Superior 
Color Engraving, Runkle-Thompson- 
Kovats, and Henneberry Roto. 


Herewith the 
team who will 
lead the Min- 
neapolis-St. Paul AD club: left to right, 
Robert Connolly, BBDO, president; 


Leaders of 
Minneapolis-St. Paul 
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Harry Hauck of Artists, Inc., treasurer; 
Frank Thornburg, Minnesota Mining 
and Manufacturing, secretary; Vern 
Robertson, Campbell-Mithun, second 
vice president; Len Avery, first vice 
president. Past president is Jay B. Peter- 
son, president AD of Kerker Peterson 
Hixon Hayes, Inc. New president Con- 
nolly and vp Peterson are past presidents 
of the Minneapolis Society of Artists and 
Art Directors. 


» — 
Judging the Left to right, the 
Pittsburgh show panel of New York 
graphic arts author- 
ities judging the Pittsburgh show: AD 
Joseph Phair, Ketchum, MacLeod & 
Grove, who assisted in arrangements for 
the judging, and judges Paul Smith, 
president of Calkins & Holden; Herb 
Lubalin, vice president and AD at Sud- 
ler & Hennessey; illustrator Albert 
Dorne; AD Suren Ermoyan, of Lennen & 
Newell. More than 800 pieces were 
entered. 

Awards were to be announced Oct. 4 
(too late to make this November issue 
of Art Direction) at the opening session 
of a two-day symposium, Where To. 
Speakers included Edmund N. Bacon, 
AIA, executive director of the Philadel- 














phia City Planning Commission; Paul R. 
Smith, president of Calkins & Holden; 
Frederick J. Close, Aluminum Company 
of America, who delivered the keynote 
address; Dr. Robert Williams of Alfred 
Politz Research; photographer Bert 
Stern; Paul McCobb, furniture designer; 
Mildred Morton, executive editor of 
Vogue magazine; Walter Margulies, of 
Lippincott & Margulies, industrial de- 
sign firm. 





Vietoar 


NY club names 


Trasoff show chairman =‘ Trasoff, AD 


for the last 
12 years at Wm. Douglas McAdams, has 
been named chairman of the New York 
club’s 37th Annual Exhibition of Adver- 
tising and Editorial Art and Design, 
which will open March g1 at the Waldorf- 
Astoria. Trasoff announced he and his 
committee are planning to have the 
New York show judged by a committee 
which would represent other centers of 
advertising design as well as New York. 
Although the New York club sponsors 
the show, it has always been a national 
exhibition, with entries received from 
every part of the country, Trasoff said. 
In previous years jury members were 
from the New York club, due to limita- 
tions of time and availability. 

Closing date for entries is Jan. 3. 
Entries will be received for work pub- 
lished from Feb. 15, 1957 to Jan. 15, 
1958. Materials may be submitted by 
ADs, artists, photographers, designers, 
advertising managers or any organiza- 
tion participating in the production of 
the material. Trasoff urged art directors 
to submit only those exhibits which they 
feel are most representative of their 
work, rather than submit an entire cam- 
paign. This will help the jury who are 
expected to pass on more than 12,000 
entries. 
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George Tass- 
ian, AD at Far- 
son, Huff and 
Northlich, has been appointed general 
chairman of the AD Club of Cincinnati’s 
Sixth Annual Exhibition of Advertising 
and Editorial Art. Sam Lipson, club 
president, announced the exhibit will be 
on display at the Cincinnati Art Museum 
to Nov. 28. Committee chairmen are 
Paul Stewart, rules and _ regulations; 
Ralph Pollard, jury and awards; Vernon 
Rader, hanging committee; Frank Hule- 
field, screening; Louis F. Hessling, 
awards dinner; Robert T. Hayes, promo- 
tions and public relations. 


Cincinnati's Tassian 
chairs club show 





W. David Feist, AD 
at Harold F. Stan- 
field, has been 
elected president of the Montreal Art 
Directors Club. Before coming to Can- 
ada in 1951, Feist had been a student 
of the Bauhaus in Dessau, worked in 
Prague and London. Other officers of 
the club: first vice president, R. M. 
Buckham, AD at Cockfield & Brown & 
Co., Ltd.; second vice president, Pat 
di Maulo of Studio Artists; treasurer, 
Harry Eckenberg of Central Art Service; 


Montreal club 
elects W. D. Feist 


secretary, Robert Langstadt of Cock- 
field Brown. Walter Ferrier, cartoonist 
and illustrator, and Don Langford of 
Langford Studios have been elected as- 
sociate representatives. 





Handclasp be- 
tween Spokane 
AD club presi- 
dent Keith Oka and guest speaker Bill 
Werrbach, from the Seattle AD club, 
with affiliation banquet host Jack Wall 
in left background and Lloyd Carlson, 
past president of the Spokane group, 
far right, symbolized feeling at the 
Spokane club’s NSAD affiliation dinner. 
Ceremonies included the awarding of 
NSAD certificates to members of the 
Spokane group, the introduction of 
leaders in the graphic arts media in the 
area. The latter included Paul Carter 
of the Spokesman-Review and Chroni- 
cle; Stan Ross, presider:t of the Adver- 
tising and Sales Association of Spokane; 
Earl King, for Hayward-Larkin Co. and 
the billboard industry; Clarence Talbot, 
of Empire Films, for the film industry 
and tv production; and Ira Fuson, presi- 
dent of the Spokane Printing Industry. 

Hal Bacon, operator of his own 
agency, was subject for a strip film “this- 
is-your-life” presentation. Werrbach, in 
addressing the group on advantages of 
NSAD affiliation, suggested that the 
three associations in the Pacific north- 
west — Seattle, Portland and Spokane — 
plan a series of round robin get-togethers, 
with a meeting to be held in a different 
locale each year. Lloyd Carlson intro- 
duced Werrbach and assisted president 
Oka in awarding certificates to the club 
members. 


Spokane celebrates 
NSAD membership 


Cleveland show 
awards to 40 


Forty awards of Distinctive Merit were 
presented by the Art Directors Club of 
Cleveland at their ninth annual awards 
luncheon last month. The award pieces 
were selected from 1500 entries, 450 of 
which were hung. The club’s exhibit 
was open to the public at the new 
Cleveland Institute of Art Galleries dur- 

















ing October. Judges were Raymond Bal- 
linger, director of design at Philadel- 
phia’s Museum School; Will Burtin, 
member of Germany’s Bauhaus move- 
ment and one of the world’s most hon- 
ored designers; and Fred Cole, vice 
president and art director of Foote, 
Cone and Belding, San_ Francisco. 
Theme of the show was a wooden 
Indian, to represent early forms of adver- 
tising. 


chapter clips 


Chicago: Earle Ludgin, chairman of the 
board, Earle Ludgin & Co., and a col- 
lector of modern art, addressed club 
meeting... Same evening, club members 
had opportunity to view four floors of 
paintings at Ludgin agency’s Open 
House . . . Club held a Dong Kingman 
night, with the artist giving a lecture 
and demonstration, a recent Kingman 
painting going as door prize. 

Cincinnati: Recent speaker was Chicagoan 
Dick Boyer, photographer, who discussed 
Creative Photography and Technique, 
exhibited some of his work, conducted 
workshop. 

New York: Club has elected as life mem- 
bers (they’ve all had 25 years of member- 
ship) Dr. M. F. Agha, consultant AD; 
Cecil Baumgarten, now Virgin Islands 
resident; Mahlon Cline, consulting AD 
and typography consultant; Raymond 
Martin, AD for Consolidated Edison of 
New York; Loren Stone, vice president 
and head AD at Compton Advertising 
... Len Romagna, AD of Woman’s Day, 
is new editor of the club’s monthiy 
Newsletter. It will appear the 15th of 


each month, carry clubs news in infor-: 


mal manner, strive for easy-to-read pre- 
sentation, be a double fold rather than 
the old single sheet—and, in short, create 
interest on the part of club members in 
club activities and be good publicity for 
the club. His committee: Henry East- 
land, AD at Benton & Bowles, and Carol 
Cobbledick, AD at Walter D. Teague Co. 
Philadelphia:. George Samerpjan, artist, 
designer and AD, of New York, recent 
speaker Six new members: Pete 
Bertolino, Don Fisher, Anne Isaacs, Hal 
Lewis, Frank Schroeder, Gloria Water- 
field . Henri Marceau, director of 
Philadelphia Museum of Art, illustrated 
his talk in detecting frauds in works of 
art . .. Upcoming speaker — December, 
Tammis Keefe, outstanding fabric de- 
signer .. . Terry Oakley and Willi Allen 
named Bud Drucker the male member 
of the women’s membership committee 
. . . Joe Gering is to be chairman of the 
23rd annual exhibition. Frank Schroeder 
and Hal Lewis will design all the printed 
material for the show . . . Club saw Art 
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Speaks in Many Tongues color slides 
selected at J. Walter Thompson as 100 
best foreign ads. 

Montreal: David K. Linden, member of 
the Canadian, English and USA Town 
Planning Institute, addressed club on 
Advertising in a Planned City. 
Washington: Mahlon A. Cline, director of 
the evening school at Pratt Institute, 
New York, addressed club on Creative- 
ness. Using a projector, he created on 
the spot — using string, nails, powder, 
cloth, paint, etc. His talk stressed value 
of uncontrolled thought to the artist, in 
creating new patterns and design . . 
Past president Joe Montgomery was pre- 
sented with plaque, in appreciation of 
past year’s effort for the club. 


Milwaukee illustrators 
elect new officers 


The 100-member Illustrators and Design- 
ers of Milwaukee chose illustrator Bob 
Heuel president for the coming year. 
Other officers elected include illustrator 
Herb Kane, vice president; department 
store AD Ruth Lives, secretary; designer 
Cecil Nelson, treasurer. The new officers 
will replace the following who retire at 
the end of this year: president Ray 
Redell, illustrator; vice president Mel 
Kishner, illustrator; secretary.Janet Kim- 
berling, illustrator; treasurer Anthony 
Uchitel, designer. 

Club's third annual exhibit of adver- 
tising and editorial art, which opened 
at the Layton School of Art Nov. 1, will 
be on view to Dec. 19. 





William E. Con- 
nelly, former art 
director of D’Arcy 
Advertising, has joined Ivan T. Smith 
Studios, automotive illustrators of De- 
troit. He will act as their AD and sales 
representative and Detroit representa- 
tive of Paul Radkai Photography, New 
York. Connelly, past president of the 
Detroit AD Club, has spent 11 years art 


Ivan T. Smith 
adds AD Connelly 
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directing national, trade, retail and col- 
lateral material in the automotive, steel, 
food and beverage industries. 


TLL VOU SEE THE LIME THAT STARTED IT ALL... 


eatin 
CWB Ma, ace 


Relaxed spot in trade 
book, Footwear 
News, is this page ad 
for Oomphies, intended to get not re- 
laxed attention from trade. Simple but 
strong message, simple identification, 
strong integration (belieing easy look) 
between design theme and headline — 
don’t sign on the dotted line till you 
see the line that started it all. AD David 
H. Charney said he conceived idea while 
watching “those crazy little birds that 
make dotted lines all over the beach on 
Fire Island.” Finished art by Stan Pearl- 
man. Copy by Mary Harrison. Agency: 
Daniel & Charles. 


Birdy ad perks 
trade book 





BBDO’s De Soto 
animated car- 
toon, The Boys 
from Mars, produced by Le Ora Thomp- 
son Associates, (Hollywood) spots first, 
Mars men afloat in the starry heavens, 
driving obviously a Mars craft. They 
float down to admire the De Soto, be- 
coming in the process a part of the 
product picture—here to the upper right 
of cars. Other worldliness is kept in 
special background effects for car, al- 
thought De Soto is definitely located on 
Earth—starry sparkling rest for auto, but 


Mars men animate 
De Soto tv spot 
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dark suggested shapes of lighted sky- 
scrapers in background. Directed by Carl 
Urbano for Le Ora Thompson Asso- 
ciates, in existence since February of 
this year. They've done tv commercials 
for other accounts of BBDO, also. Ben- 
ton & Bowles, James Lovick & Co., 
Young & Rubicam, Lee Wenger Adver- 
tising. 


AB's of decesenong 
with WG cabere: 0 besos can 


fn wing the 1258 jwoies 
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Color keys type House and Gar- 
and product pix den’s annual pre- 

sentation of color 
swatches for interior decorating ideas 
this year used primer technique layouts 
for article, ABC’s of decorating with 
H&G colors. Simple, clean layouts of 
the five-page piece used a capital letter 
(beginning of type identification block) 
keyed to product illustration. Colors, ac- 
tual product illustrations plus story of 
each, are all arranged as an easy decorat- 
ing guide in the primer technique. Art 
Editor: Wolfgang Fyler. Layout: Luc 
Bouchage. Photography: William Grigs- 
by. Lettering: Photo-Lettering, Inc. 
Color Consultant: Elizabeth Burris-Mey- 
er. Copywriter: Annett Francis. 


Typo classes for ADs 
held on Saturdays 


Informal workshop classes for art direc- 
tors were offered last Spring on Satur- 
day mornings by Graphic Arts Typo- 
graphers, 304 E. 54th St. Classes have 
been renewed this Fall and will run 
every Saturday through next June, from 
10:15 to 1:15, followed by a coffee hour 
seminar. For reservations call Dan Hab- 
erman, Mu 8-1222. Graphic Arts Ty- 
pographers office and plant have re- 
cently been color styled by industrial de- 
signer Seymour Robins. 
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Pratt Institute 
names new president 


Dr. Robert F. Oxnam, formerly associate 
professor of government and vice presi- 
dent for administrative affairs at Boston 
University, has been named president of 
Pratt Institute, Brooklyn. Dr. Oxnam, 
who has an M.A. in political science, an 
M.S. in public administration and a 
Ph.D. from the University of Southern 
California, has spent his professional life 
serving as both teacher and adminis- 
trator at Syracuse University, University 
of Southern California, and Boston 
University. 
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Campaign peg— New campaign for 
insurance policy Cranston is pegged 

on company’s new 
$: million surety bond, guaranteeing 
their fabric printing. AD Irv Margulies 
has planned fall series of ads that em- 
ploy color photography of models—each 
wearing a print by a different house 
using Cranston—placed in actual Crans- 
ton industrial backgrounds. Here is 
Delores Hawkins in a Melba Hobson 
dress using Schwartz-Liebman print de- 
sign. Miss Hawkins is posed on white 
rolls of fabric, her right hand (reader’s 
right) placed against rose red_ roll. 
The red is picked up in logo, bottom 
right. “Insured” stamp appears lighter 
red, highlighted against white in illus- 
tration. Copy reinforces “insured” 
theme. Other ads in series use “insured” 
stamp in illustration, either right or left 
bottom, in white or color. Photo- 
grapher: William Ward. Copy: Mary 
Harrison. Agency: Daniel & Charles. 
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NBC “trademarks” 
ad campaign 


New newspaper 
campaign for 
NBC television 
uses unique illustrative method for defi- 
nite “trademarked” effect — NBC’s ads, 
with the new gimmick, are at once and 
strongly identified as being specifically 
NBC’s programming ads, not any other 
network’s. Problem for Bob Dolobowsky 
of Grey Advertising was to achieve for 
the account an absolute distinctiveness. 
All tv network advertising in newspapers 
appeared indistinguishable—usual design 
followed a large dark halftone layout. 
NBC must, Dolobowsky ‘felt, have a 
standout appeal for entire campaign, to 
make NBC’s ads readily recognizable. 
At the same time, there must be enough 
flexibility to allow each program to use 
design especially suited to it—western, 
comedy, etc. Dolobowsky called Edstan 
Studios for help in achieving something 
really new. After about four months the 
studio came up with a new technique 
they called mezzotint, which gives 
etched, artwork, pointillist effect to stock 
photographs as well as the occasional 
art and special photography used. 

The new method, which uses photo- 
mechanical manipulation of originals, 
allows lots of control to Edstan in order 
to achieve varied effects. Ads follow lay- 
out of type on top, illustration below, 
title of program and NBC channel em- 
phasized in head—with black or screened 
down letters. Copy group supervisor: 
Sam Abelow. 





Calligraphy replaces Corn Products 


Refining Co. has 
replaced its In- 
dian maiden trademark with a new 
calligraphic CP symbol to serve as rep- 
lesentative emblem for the company’s 
family of 20 consumer and 450 indus- 
trial products. CP is in red orange 
within a circular golden yellow frame 
of symbolic corn kernels. New corporate 
symbol is flexible enough to serve on 
printed media, tv, packaging, transpor- 
tation equipment. Reduced to business 
card size or enlarged to truck or tank 
car size, symbol retains. distinct identity, 
specially important because of other 
ympanies’ use of like initials, for in- 
ance, Colgate Palmolive. 

David Bishop, director of the pack- 


corn maiden 
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Astor Plaza brochure New Astor 
gets brand new treatment P | a z a 

rental bro- 
chure by Ken Saco Associates, Inc., got, 
for rental brochures, complete design 
treatment, including “architectural” 
cover, offset lithography in six colors, 
gate-fold sections—there’s a 4-page floor 
plan—all to make the brochure typify to 
market exactly what Astor Plaza offered. 
Capt. Vincent Astor thought the 42-story 
building, to occupy the area bounded 
by Park and Lexington avenues between 
E. 53 and E. 54 streets, should have 
brochure worthy of its size, design, and 








offerings. Ken Saco designed an “archi- 
tectural” cover using six white vertical 
stripes silk screened on outside of rigid 
.040 gauge acetate surface, two gray 
horizontal bands on reverse. Brochure 
opens to clean line, “architectural” lay- 
outs, to carry forward theme of brochure 
which began with cover duplication of 
section of the Astor Plaza facade. Illus- 
trations by Tom Hill. Agency: Milburn 
McCarty Associates, Inc. Offset lithog- 
raphy, William E. Rudge’s Sons. The 
corrugated mailer by Hinde & Dauche 
carries a label in black and gold follow- 
ing the brochure cover theme. 


aging design studio for Harley Earl, 
Inc., industrial design firm retained to 
study packaging and design of Corn 
Products’ entire line, created the design 
to symbolize cross section of corn. The 
CP in one calligraphic symbol was 
chosen for its constant, moving line, 
that allows eye to traverse form in one 
sweeping motion, for easy remembrance 
value. Colors red and yellow were cho- 
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sen not only for product representation, 
but also for product images of fresh- 
ness and health; corporate images of 
quality and dignity (red and gold 
usually associated with regal splendor). 

The trademark lends itself to tv ani- 
mation—gold circle can flash off and on 
in any sequence with CP remaining on, 
giving shining hollowlike impression 
and feeling of movement. 











old 


Abbott Laborato- 
ries’ What's New, 
quarterly _publica- 
cation to doctors, shows a new face—body 
too—with the fall issue. New AD Charlie 
Walz, Charles S. Downs, Abbot adver- 
tising and public relations vice presi- 
dent, and new editor Herbert Luthin 
are responsible. Walz, in using clean 
modern design throughout, plans the 
book to be “representative of the inter- 
national trend in graphic arts, and we 
will buy art that meets our standards, 
wherever we can find it.” The magazine 
will be given “an integrated flow so 
that it will have a consistent contempo- 
rary feeling from issue to issue.” Walz, 
who also ADed the Abbott direct mail 
and journal advertising, will integrate 
What's New design feel with all other 
Abbott ad material. Aim: to make all 
Abbott advertising “more interesting 
visually, more directly communicative, 
and integrated with the traditional Ab- 
bott quality look.” 

Body of the book must have type and 
illustration working together to produce 
a comparatively flat but interestingly 
integrated look, reports Walz. No “leap- 
ing forward, and receding, with each 
turn of a page.” Bob Cato did layout 
for the first issue, and will work on 
several subsequent issues. He specified 
display type, Fortune font. Body is 
Bodoni Book No. 875, Monotype. Walz 
says of the Bodoni, “more clinical look- 
ing and dominates page less than the 
heavier-looking Bodoni Book Linotype,” 
although “Bodoni Book Lino is wonder- 
fully readable face, crisp and strong and 
practically self-leading—as is the Mono 
version. We will use it, too, for certain 
effects, from time to time.” 

What's New, however, 


New format for 
What's New 


will not be 


WHAT'S NEW 





new 


bound to any type pattern. Walz intends 
to experiment a good deal. Walz likes 
to work with the “really serious art inno- 
vators who do their best to solve our 
graphic problems and who at the same 
time try to find a satisfying expression 
for themselves in the graphic or non- 
restrictive work they do for us. Downs 
and Abbott Laboratories pioneered this 
approach in the United States, so I am 
not in a hostile environment.” What's 
New, reports Walz, will have a strong 
graphic personality of its own. What's 
New will not emulate competitors’ 
house organs, or the “Graphis-Domus- 
Gebrauchsgraphic-Du look. We have our 
distinctive personality to project... . 
Basically, we work hard to avoid being 
derivative, as one must in this stultifying 
age of ‘togetherness’.” 

Walz, in choosing contributors to 
What’s New, will concentrate on those 
who have never appeared in its pages 
before. Cover painting of his first issue, 
is by Seong Moy. Other artists in the 
book are Phil Hayes, Tom Allen, Elaine 
Morfogen and Warja Honegger-Lavater. 
Albert Landry, who handles graphics at 
Associated American Artists, worked 
with Walz in selecting the art and de- 
sign talent. Although the book’s art and 
design is being done in New York—a 
change from previous method of work- 
ing in Chicago—it does not mean all the 
artists will be New Yorkers. 

Walz, who’s been interested in con- 
temporary fine art as long as he can 
remember, “can assure outstanding crea- 
tive people of interesting ideas to illus- 
trate, a great deal of freedom of expres- 
sion (often no creative restrictions at 
all) and superb reproduction of their 
work—especially in the direct mail field, 
which has been very productive for us.” 
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Famlee Bread - the Perfect Pertmer for all goed foo 


A first for 
bread campaign 


Ross Jurney and 
Associates Advertis- 
ing’s campaign for 
Famlee Bread, both of Salt Lake City, 
featured first use of newspaper bleed 
page size actual bread wrappers mechani- 
cally inserted into editions of three 
papers. Objections to be overcome: the 
wax would melt and gum up press, 
paper would not feed evenly, process 
would hold up paper. The insert ran as 
a right hand page, full color, unbacked. 
A full page 2-color page ad, similar to 
above, ran left hand page of spread. 
(The change was in breaking circle line 
in lower right to form arrow pointing 
to the insert at right. The circle was run 
in red.) Local newspapers used ran news 
items on their use of an “advertising 
first.” 

In this ad, all campaign elements were 
fused. Lower left, the cartoon spot, tied 
ad to teaser ads run for three days before 
campaign broke. Bread wrapper in 
design-and-color — researched wrapper — 
deep blue and sunshine yellow—plus its 
vignetted food photography, reinforces 
same art shown on 24-sheet posters, bus 
spectaculars, 3o”x12’. Final wrapper is 
the result of combined efforts of Ross 
Jurney firm, Don Fisher, owner of the 
Famlee Bread bakery, and Pollock Paper 
Corp. of Columbus, O. and their artists 
and production men. 

The outdoor displays used Eastman 
Kodak Type C prints, 16x20, of food 
pictures. The loaf itself was painted, 
but the original food pictures on the 
loaf were cut and replaced by the C 
prints. 

Campaign budget broke down to 40 
percent of budget for newspaper, out- 
door 26, tv 20.5, radio 10.5 and point of 
purchase 3 percent. 




















As Demonstrated by Sloid Finster 


Crown Zellerbach 
Printing Papers 
brochure for west- 
ern printers uses comic do-it-yourself 
Sloid Finster in funny situations, clean 
layouts, and authentic photographs and 
copy to acquaint the market with his- 
tory, background of paper making gen- 
erally and Crown Zellerbach’s innova- 
tions in manufacturing specifically. Thus 
highly technical material is presented in 
sugar-coating by Bill McDonough, AD 
and account executive of the Gene K. 
Walker Co., San Francisco. Sloid Fin- 
ster is his. The outsize 28-page brochure, 
11x14”, lithographed in b/w on Litho- 
linn, Basis 80, was designed by Tom 
Kamafuji. Illustrations which combine 
photos with art are by Ken Reichard, 
photographer, and John Larrecgq, ar- 
tist. Industrial photographs at the West 
Linn, Ore. mill were taken by Photo- 
Art Commercial, Portland. The bro- 
chures are available from Printing Paper 
Division, Crown Zellerbach Corp., 343 
Sansome St., San Francisco 19. 


Do-it-yourselfer 
sells paper 


6th Ad Essentials show 
Nov. 25-27 


Over 80 exhibitors showing the latest 
products and services for advertising will 
participate in the Sixth Annual Adver- 
tising Essentials Show, to be held at the 
Hotel Roosevelt, Nov. 25-27. Tickets are 
available from Thomas B. Noble, chair- 
man of the Advertising Trades Institute, 
135 E. gg St., New York 16. 


Ad club of Indiana 
reports near-100 members 


The Art Directors Club of Indiana, 
formed last spring, has now a member- 
ship list of nearly 100, reports Ray 


Art Direction / The Magazine of Creative Advertising / 




























Unique poster Shell's Geared 
design for for Progress cam- 
house campaign paign, aimed at 

employes across 
the country, utilizes individual 
poster designs employing 4-color 
artwork, informative and easy-read- 
ing copy. The program, introduced 
in 1945, has proved to be one of 
Shell’s more successful campaigns, 
according to F. H. Roberts, public 
relations manager for production 
and distribution, and AD for this 
campaign. The “on the spot” poster 
of dying boll weevil has art by 
Arabelle Wheatley, lettered head by 
Tad Brown Studies. Type design 


page, “an alphabet of good 
—— re eee. eaten things . . .” is by designer Reba 
-- Sr Sochis. “Tips on touring” poster 
{> —_—araa aero with map cutout of car plus three 
pertpetpeer nies ome fe eas tad cartoony spots, by Don Clark (art- 
[os os ee work) and Graphic Aids Studio 
~ (lettering). Copy for series by 
Charles Parker. 
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Brinkman, member of the club’s found- 
ing committee. He is AD at Caldwell, 
Larkin & Sidener-Van Riper. Other 
founders include Wilbur W. Meese, 
chairman of the committee, and AD at 
Eli Lilly and Co.; Jack Rhoades of 
Rhoades, Humphreys and Adams; AD 
Grant Christian of Keeling & Co.; 
Richard E. Gwyn of Advertising Arts; 
John C. Butler of Poorman, Butler & 
Associates. The club meeting programs 
have included illustrated talks by Jack 
McNamara of McNamara Studios, De- 
troit, and Ralph Livengood of Lippin- 
cott & Margulies, New York. 
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Art Career Shcool 
names Austin director 


Lawrence Austin, free lance illustrator 
and head of the commercial art depart- 
ments at Art Career School of New York, 
has been named the school’s director. 
He is a former Art Career School student 
and instructor. 


Albuquerque artists 

hold 2nd annual show 

The second annual exhibit of advertis- 
ing and industrial art of the Albuquer- 
que Commercial Artists Guild was held 
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in October at the Fine Arts Gallery of 
the University of New Mexico. Guild 
president John Sherman reports the or- 
ganization, chartered last January, now 
totals over 60 members, over 75 percent 
of all the commercial artists in the area. 
The show, in addition to the usual cate- 
gories, included divisions for industrial 
design, technical illustration and photo 
retouching, since the majority of com- 
mercial work there is prepared for indus- 
trial organizations working on defense 
contracts. The show also included a cate- 
gory for experimental work. 


Arnold Roston 


opens own studio 
Arnold Roston, who was chairman of 


the 36th New York Art Directors Show, 
has resigned as AD and group super- 
visor at Grey Advertising to open his 
own office at 12 W. 55 St., CI 5-2660, 
specializing in art and design services. 
Before his association with Grey, Roston 
had spent 14 years with Mutual Broad- 
casting System, and related tv and mo- 
tion picture enterprise. 
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The California job case, most widely used of all type- 
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setting trays, serves as design, by Bradbury Thompson, 
for cover of Westvaco Inspirations, Number 208. That i 
issue is built around aids and information on type measurements, proofreader’s 
marks, reproduction processes, fine papers. Design uses backgrounds of warm 
blue-red, strong yellow, green, strong blue. Seven classical typefaces are included 
in design. Number 208 is available from West Virginia Pulp and Paper Co., 230 
Park Ave., New York 17, 35 E. Wacker Dr., Chicago 1, and 503 Market St., 


to new design 

















Little people everywhere Chicago's 

Fred A. 
Niles Productions likes little people — 
here are three samples of tv campaigns 
the company’s Hollywood division has 
turned out for peanut butter, canned 
foods and paint accounts, all of which 
successfully use little cartoon people and 
product picture — live photography — in 
action situation. The pot of Kelly’s 
baked beans, (beans are photography, 
pot not) supervised by leprechaun chef 
and appreciated by little cartoon girl, 
is part of a 40-second animated commer- 
cial. Live action photography showing 
foods in use takes up 20 seconds of spot. 
Sound track was created and produced 
by Kelly’s agency, Noble-Drury & Asso- 
ciates of Nashville. 

Frame of the Sessions Peanut Butter 
commercial has a peanut and his pals, 
plus two little girls and a boy, moving 
against actual photography of the prod- 
uct jar. Label was later altered prior to 
tv campaign, to permit one little girl 





San Francisco 5. 












to put the peanut on the label in tv 
action. Sound track by Noble-Drury, 
agency for Sessions. Animation by Fred 
Niles Hollywood animated division. 
Wards Super House Paint is animated 
by little boy and man. Here little boy 
has just cranked up scissors jack, which 
came out of wagon originally holding 
boy. (Man had taken little boy in wagon 























into Wards, emerging with boy carrying 
can in his arms.) On top of scissors jack, 
man’s suit turns into painter’s overalls. 
Next scene will show gray house becom- 







ing white under brush strokes. This 
dealer spot, 50 seconds, was written by 
Niles Chicago writer Ruth L. Ratny, 
with animation executed by Niles Holly- 
wood division. a 
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A recent TV-Film Roundtable on “Live 
Animation” which emphasized a_pro- 
ducer’s search for a synthesis of reality 
and unreality evoked some interesting 
reactions from producers. Outstanding 
was a letter from Donald Fellows, Sales 
Director of an animation house called 
Animotion Associates, Inc. Here is the 
letter in full: 

I found your article on “Live Anima- 
tion”, in the August issue, extremely 
interesting. 

However, I must confess that I take 
exception in your solution to “the 
search for a synthesis of reality with 
unreality” .. . for we have solved that 
problem and have been producing TV 
films for two years utilizing the “live” 
product in direct conjunction with car- 
toon-animation. 

For example, we have just completed 
a 60", B & W, TV commercial for Vicks 
VapoMist, wherein the “live” product is 
used throughout and the film was done 
entirely with “cels”. Moreover, the films 
are presented in several different coun- 
tries and in each version the “cel” ani- 
mation is the same, but the “live” prod- 
uct is changed to conform with local 
languages. And this is done with no 
“cuts”, whatsoever! 

Animotion looks like “cel” animation, 
with depth. It is not “puppet-anima- 
tion” or anything like it. It appears to 
be “three-dimensional, cel-animation’. 
The product, however, is always “live”. 

Needless to say, our clients have been 
extremely interested in the product- 
identification achieved through Animo- 
tion. 

Since we are the only film company 
that can offer cartoon-animation and the 
“live” product in the same shot you 
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T-V FILM 
ROUNDTABLE 


Animotion ... using an old device 


for a new effect 


by Ralph Porter 


might be interested in seeing some of 
films. I wouid be most happy to show 
you a selection. 

After viewing the best of animotion 
we must come to the conclusion that 
these dimensional spots in no way bring 
reality and unreality any closer than the 
many animation spots now on the air. 
In fact the dance patterns used by MPO 
with live people and objects in unreal 
situations co emphasize product iden- 
tification are much more charming than 
the animotion commercials. What ani- 
motion fails to achieve that human pat- 
terns in dance form accomplishes is pre- 
cisely the feeling of merging fantasy and 
reality one and the same time. 

The multiplane technique used by 
animotion to arrive at a certain degree 
of depth is not new nor does this depth 
correspond to the depth of live sets and 
people. The animotion depth is not 
always effective with each spot. While 
the stick-figure character art is adequate 
and does achieve a thickening of line 
(not a rounded, modeled dimension), the 
background is completely one-dimen- 
sional and looks like a puppet platform 
suggestion at scenery. 

Multiplane technique is simply the 
use of horizontal or vertical levels to 
achieve depth in movement and can 
lead to exciting experimentation. Some 
of the UPA boys did fine stick figure 
and multiplane work for the army be- 
fore UPA became the giant that it is. 
Disney has a huge animation monster 
stand that turns out ‘in depth’ motion 
art constantly. The European animators, 
especially those in France have created 
some magnificent dimensional effects. 

What then does Animotion offer? It 
offers limited animated cardboard move- 
ment within a palatable price. Since stick 
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1) The multiplane set-up, used exclusively by 


Animotion, allows you to shoot elements that are 
on different planes so as to get shadows and re- 
sultant illusion of depth. 





2) In addition to depth and shadows the Animo- 
tion technique permits, photographing the actual 
product or package (in this case a dressed up 
“goil-off” bottle). This live stop motion technique 
claims more product realism and identification 
than when the product or package is drawn on 
cells for conventional animation. 


figures don’t require thousands of cels, 
fewer animators, inkers, paste up, ren- 
derers, etc., are needed. The entire 
operation is compact enough to meet 
the needs of those agencies that want 
speed and bargains. As such Animotion 
Associates, Inc. performs a distinct 
service. 

As to the original contention that 
reality and unreality can be fused in 
animotion by shooting the line product 
in direct conjunction with the cartoon 
character all we can say is that Mr. 
Fellows misunderstood the philosophi- 
cal focal point of “live animation” 

It is not the live product in relation 
to the “dead” cartoon line that is im- 
portant. It is the product in relation to 
the viewer that counts. * 
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The National line of prewraps, as they appear with the cello- 


phane removed, will help decorate dealer shelves, save wrapping 


time. Packages come complete with the ribbon bow. Note the 


predominance of 12 designs, symbolic or abstract or geometrical, 


as opposed to one pictorial wrap. 
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The commercial label instructs the buyer to 
“Remove cellophane for gift purposes” 
National's Old Grand-Dad. 

This diamond motif was a natural for 
National's Gilbey’s Vodka with its diamond 
label. 

National’s Bourbon de Luxe, as with the rest 
of the National line, features the standard 
bottle in the gift wrap. 

Melrose label is a perforated tab that can be 
torn off. Inside is the decanter. Schenley. 









as gift 
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Decanters that become candle sticks or lamps are 
either out or playing less of a role in the schemes 
of the major liquor companies this year. 

Schenley, for example, is using prewraps as well 
as decanters to boost its holiday sales to new highs. 
Brown-Forman likewise is using both prewraps and 
decanters this year. But National Distillers has 
gone all out by dropping decanters entirely and is 
relying primarily on the pre-gift-wrap to give the 
final point-of-sale push. Seagrams will use fewer 
decanters this year than last year. 

Decanters have been an expensive business for 
the liquor industry. Their cost, especially as they 
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PREWRAPS ARE LEADING DECANTERS 


moved into lower price brands, was disproportionate 
to the cost of the contents. And each company was 
pushing each other and eventually itself into more 
and more costly decanter programs. 

Actually, management was bothered even more 
by the failure of the decanters to do a sales job in 
proportion to their cost than by the mere cost of 
the decanters. 

If this is a set back for the designers of decanters, 
it opens a field day for designers of wraps (the 
same designers in many cases). 

The thinking behind the switch from decanters, 
as explained by National Distillers B. C. Ohlandt, 


4) 


















cont'd 
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goes like this: 

1. Novelty appeal of the decanter has worn off, 
according to reports from almost every market. 

2. Decanters have been used on too many types, 
down to lower priced brands, and have been taking 
emphasis away from the brand itself. 

3. Poor designs of some decanters lead to con- 
sumer confusion, creating an “Alice-in-decanter- 
land.” 

4. Too many problems encountered in manu- 
facturing and in consumer identification. Shapes get 
tired and demand change which is costly, poor for 
identification purposes. 

5- And, perhaps, most startling, the decanter 
hurt some liquor sales. Consumers felt that the 
liquor must be inferior in order to pay for the 
decanter (actually the identical liquor was in the 
decanter and the regular bottle of the brand) and 
once the gift season was over they refused the 
decanters, leaving dealers stranded with them. 


On the positive side, research studies showed the 
consumer had confidence in and readily accepted 
the brand in the regular bottle, although his con- 
fidence was weakened when the decanter was used. 

Consumers were found to accept and to want 
gift wrapping. Last year, even the decanters in their 
cartons required gift wrapping, a time consuming 
non-productive operation. 

The answer, to National, was the prewrap. It 
appeals to retailers and consumers, saves time and 
money, avoids the post January 1 inventory problem 
since consumers will accept it after the holiday 
season or it can be easily removed. 

National also checked their wholesalers. Surveys 
showed in the past year gift wrapped sales were up, 
decanter sales down. It seemed logical to follow 
this trend. 

The gift wrap, it should be understood, is not a 
cheap substitute for the decanter. The gift wrap 
appeals to the liquor companies because of its sales 











power. Special new cartoning machinery, a plastic 
coated foil specially developed for the purpose, and 
top design talent, make the new program a 
sizable investment but one which should be better 
received by consumers, retailers and wholesalers 
than was the decanter. 

The mandatory data, incidentally, appears on a 
cellophane wrap, so it complies with liquor laws and 
is on the package at point of sale, but can be 
removed after purchasing to make the gift wrap 
less commercial, more attractive. 

Another point of appeal to the retailer is the fact 
that the prewraps decorate the store and the 
shelves economically. 

Although the designs themselves vary, most are 
contemporary and designy, some are pictorial and 
nostalgic. The emphasis is on good taste rather 


than flamboyance. 
Some of the National prewraps, and some of the 
Schenley decanters and prewraps are shown here. @ 
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Colonial decanter for Schenley’s “Cascade” 
and its gift wrap with removable label. 


Schenley’s O.D.C. decanter and gift wrap. 
Laminated carton is available in either red or 
blue ribbon trim topped with festive bow. 
Jigger like closure on Schenley’s Reserve 
decanter. 


Schenley’s I. W. Harper gift carton with label 
removed. Black gold and white checkered 
design with gold foil medals, yellow ribbon 
and bow. 
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THE CASE OF THE FILM POSTER »: kin fi" 


John Piper: British film poster using style 

of traditional canal boat art 

American poster for ‘Painted Boats’ under new title 

Edward Ardizzone: (Britain) Vital impression of the world of Dickens 
General Film Distributors poster for same film as 2 

Peter Sacks: Ealing Studios poster under art direction of S. John Woods 
W. Fanger: Polish poster for an Italian film, ‘Lawsuit against a City’ 
Henryk Tomaskewski: Polish poster for a French film 

Sune Brandt: Swedish poster for American film, ‘Last of the Mohicans’ 
Richard Blahz: Czechoslovakian poster for an American film 

Raymond Gid: French poster for film about Amazon jungle 

Raymond Peynet: advertising a French film not for children 

Erik Henke: Poster for a German film 
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It has often been said that movie advertising. is for the most part lamentable. It must 
be said again. 
A glance at Polish film posters must dispell the old argument that one needs to 
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; Le ) ee. attend to the low taste of the audience. Or is one to believe that the inhabitants of a 
tte p 4 ee = went poor and remote Polish hamlet are more cultured, more sensitive, more educated than 
yi “ svat — the American film goer? It would be a fair criticism if these Polish posters were only 
| ware stds " ‘artistic’ and failed to bring the people in, but who will deny their compelling power, 


the interest they arouse? 

I have heard it argued that American film posters are evidence of an authentic popular 
art of our time, that they are vulgar only in the tradition of circus posters. This is 
surely false. The circus poster was honest, solid, vulgar, true as a buxom Cockney 
barmaid. The bosom of the bareback circus rider may have seemed worth showing, 
but it was not a showpiece only: ten kids may have benefitted by it behind the scenes, 


a but the trite display of the inflated female must seem only a kind of boosting necessary 
to hide the flatness of most films. 
~ There is frequent talk among the Moguls of the ‘art of the film’. Could it not be 


reflected in their advertising? This is not a plea for ‘arty’ posters, but for a coherent 
design policy. The fruits of proper art direction in this field can be seen in the 12 year 
reign of S. John Woods over all the advertising of Ealing Studios, London. It is a history 
of film advertising infinite in its variety and approaches, employing photographers, 
easel painters, designers and typographers, capable craftsmen all, and yet for all its 
many-sidedness it bears the mark of a single, intelligent control that gave full freedom 
to the individual artists within an acceptable framework. 

It is with greatest pleasure that one sees in Europe the occasional evidence of 
intelligent American film advertising. Many who by long habit hurry by American film 
posters with a shudder and fast shut eyes, saw Saul Bass’ work for “The Man with the 
Golden Arm’, stopped and sighed for more of its kind. Is it a sign of things to come? an 
acorn? the seed of a sunflower? or only the lone swallow that does not make a summer? @ 
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a felicity of expression characterizes 


Show chairman, Herbert Bull 
of J. Walter Thompson Co. 


CHICAGO’S SILVER ANNIVERSARY 


It is the belief of the Art Directors Club of Chicago 
that one of the most gratifying experiences the crea- 
tive person can have in the field of Graphic Arts, is to 
see his work put out before the public. For any piece 
of his work contains something of the artist himself. 
He has been schooled in the basic laws of visual 
matter, and through experience has learned taste, 
style and a felicity of expression in advertising, edi- 
torial and Television Art. 

His work reflects this personal background — this 


element of himself — this felicity of expression. And. 


through mass exposure of his work, he hopes that 
others will find motivation, satisfaction, stimulation 
— some or any form of emotional justification for its 
existence. 

From the more than 2,000 entries submitted for its 
Silver Anniversary Exhibition, The Art Directors 
Club of Chicago, through its judges, has selected 
those pieces which it believes best represent this 
felicity of expression. 

The judges selected for print were Tink Adams, 
Director, Art Center School, Los Angeles; Valentino 
Sarra, Photographer; Kenneth Stuart, Art Editor, 
Saturday Evening Post; James D. Woolf, Advertising 
Consultant, former Vice-President, J. Walter Thomp- 
son Co. For Television, Saul Bass, Independent De- 
signer and Agency Consultant; Ray Patin, Ray Patin 
Productions; Ross Wetzel, The Cartoonists; and Bill 
Davis, TV Art Director, Needham, Louis & Brorby, 
Chicago. 

The Club presents with pride its first three-dimen- 
sional awards and certificates of merit to the Art 
Directors and Artists whose outstanding work ap- 
pears on the following pages. 

The exhibition will be on display at Harmony Hall 
of the Tribune Building from November 14th through 
December 6th. * 


Herbert S. Bull 
General Chairman 
ADCC Silver Anniversary Exhibition 


TV judges Bill Davis, Ray Patin, 
Saul Bass and Ross Wetzel. 


Looking every which way for winners, 


Tink Adams, James D. Woolf, and Kenneth Stuart. 





In or out? Stuart to Sarra to Woolf. 






























Medal winners 
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1) AD: Rex Teich 
Photographer: Herbert Matter 
Agency: Fulton Morrissey Co. 
Advertiser: United States Gypsum Co. 





2) AD: Lee Stanley 
Photographer: Joffe 
Agency: Leo Burnett Co., Inc. 
Advertiser: Philip Morris Inc.—Marlboro 


WLW radio audience among TOP 10 ff in America 





3) AD: Lawrence Zink 
Photographer: Lawrence Zink 
Agency: The Ralph H. Jones Co. 
Advertiser: Crosley Broadcasting Corp. 
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4) ADs: Fran Foley, John Bradford 
Artists: Richard Oppenheim, Ethel Frost 
Advertiser: Marshall Field & Co. 





5) AD: Dan E. Smith 
Artists: Dan E. Smith, Carl Regehr, 
R. Koropp 
Agency: Kircher, Helton & Collett 
Advertiser: Howard Paper Mills, Inc. 





6) AD: DeForest Sackett 
Advertiser: Abbott Laboratories 
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New idea! VINYL ina floor wax 2a... it’s cnildproo ND 
! 


Simoniz Floor Wax 
AD: David Wylie 
Artist / photographer: Howard Zieff 
Agency: Young & Rubicam 
Advertiser: Simoniz—Floor Wax 

10) AD: Robert Thurn 
Photographer: Joe Clark 
Agency: Gardner Advertising Co. 


8) AD: Orville Sheldon 
Photographer: Phillipe Haleman 
Agency: Foote, Cone & Belding 11) AD: Wilbur Meese 
Advertiser: Hallmark Cards, Inc. Artist / photographer: Paton Studios 
Advertiser: Eli Lilly & Co. 


9) AD: Alger B. Scott 
Photographer: Albert Gommi 
12) AD: Carl Regehr 
Agency: C bell-Ewai . 
ddscdies ts Chonan Oo site Artist: Fletcher Martin, Bert Ray Studios 
Fibre Co ° Advertiser: Allstate Insurance Co. 








Chicago 25th continued 





merit awards 





13) AD: Lee king 

Photographer: Volcano Enterprises 

Producer: Jerome Joss 

Agency: Edward H. Weiss & Co. 10) Ai: Aiete Dimes 

Advertiser: Purex Corp., Ltd., . . 

Sentient Gus Photographer: Reid Wallace 
Agency: McCann-Erickson, Inc. 
Advertiser: Commission on Spanish 
Green Olives 


14) Producer: Ray Patin Productions 
Advertiser: Authority Laboratories, 
Insul-Ease, #5617 Natural Bridge 


17) AD: Orville Sheldon 
Photographer: Stephen Heiser 
Agency: Foote, Cone & Belding 
Advertiser: Hiram Walker & Sons, Inc. 


A cee pete ene eee ree 


15) AD: Barney Palmer 
Photography: Academy Studios, mm Fs 29) Ab: Dinar Bh eda 
Agency? Foote, Cone & Belding 
Advertiser: Perkins Products Co., 

Kool-Shake 


Photographer: Harold Corsini 
Agency: Ketchum, MacLeod & Grove Inc. 
Advertiser: Pittsburgh Corning Corp. 
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19) AD: R. J. Meyer 
Photographer: George Ratkai 
Agency: Maurice Mullay Inc. 
Advertiser: WBNS-TV 


Daviogeow ito 





20) AD: John von Dorn 
Agency: Richard Irmiter & Associates 
Advertiser: Davidson Ltd. 





21) AD: Charlie Walz 
Designer: Norman Perman 
Artist: Henry Rox 
Advertiser: Abbott Laboratories 














22) AD: Bruce Beck 
Designers: Lawrence Muesing, Bruce Beck 
Photographer: Ralph Cowan 
Advertiser: Design Dynamics 


FOCUS ON 





23) AD: John von Dorn 
Artist: Franklin McMahon 
Agency: Alan Mann Advertising 
Advertiser: Grand Rapids Furniture Guild 





24) ADS: Ralph Gibson, Earl Oclstrom 
Artist / photographer: Dave Broad 
Advertiser: Jos. Schlitz Brewing Co. 

















25) AD: Bette Oliver 
Photographer: Robert Amft 
Advertiser: South Shore Country Club, 


Chicago Club Magazines 





26) AD: Edward Collins 
Artist /photographer: Arthur Lidow 
Agency: Tatham-Laird Inc. 
Advertiser: Parker Pen Co. 





Save 182 hours of poewatching a year 
Get = me fare th hs a 
siematene 3 pea 


27) AD: Arnold Varga 
Artist /photographer: Wingate Paine 
Agency: Ketchum, MacLeod & Grove, Inc. 


Advertiser: Natural Gas Co. 
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28) AD: LeRoy Winbush 
Photographer: Archie Lieberman 


Advertiser: Duke Magazine 





29) AD: DeForest Sackett 
Artist: Laura Jean Allen 
Advertiser: Abbott Laboratories 





30) ADs: Harry R. Grissinger, Jr., 
John R. Wallington 
Photographer: Sarra Studio Inc. 
Agency: J. Walter Thompson Co. 
Advertiser: The Seven-Up Co. 


Chicago 25th 
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THE 24-SHEET LOOKS AT EUROPE 


Author William W. Miller is General Art 
Director for General Outdoor Advertis- 
ing Co. He’s an active member of the 
Art Director Club of Chicago and former 
vice president of the NSAD. He’s just 
returned from a trip to Europe where he 
studied first hand the approach of the 
European poster designers, what they 
did, why, how it worked there. His report 
on what contemporary European poster 
design means to the American advertiser 
was written especially for Art Direction. 
Here he reports on the everyday differ- 
ences in living one sees in the streets, 
shops or in the homes, and interprets 
their meaning to the economy in general 
and the advertising field in particular. 

Mr. Miller also asks — and answers — 
is the American market ready for the 
European touch? Do we have the talent 
here for European style poster design 
or must we import it? 


Ihe glib phase that “the world is shrink- 
ing every day” is projected primarily 
from a military background. Actually, 
Europe and America are still many wide 
worlds apart in most other values. This 
is obviously true economically and em- 
phatically true when comparing Adver- 
tising, the dynamo that drives the 
economy. 

Because the economy exerts such a 
powerful influence upon human atti- 
tudes it is natural that a vast gulf exists 
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more business news 


2) 


between the daily physical and mental 
life-habit patterns of Europeans and 
Americans. 

Shortages in many items and espe- 
cially gasoline, create an imbalance in 
Europe’s economy that develops dra- 
matic vacuums in the standard of living. 
These vacuums are especially noticeable 
to advertising people. Every shortage 
sets up a chain reaction that effects every 
item in the total industry. 

The chronic gasoline shortage with 
price ranges of seventy-five cents to a 
dollar per gallon means midget automo- 
biles whose only competition is motor- 
cycles, three-wheeled doodlebugs, scoot- 
ers, motor bikes and bicycles. 

Midget cars with sub-midget competi- 
tion is not conducive to high billing or 
hard sell advertising in any classification. 
Following the theme further, there are 
no American style gasol'ne super-service 
stations, only miniature facsimiles there- 
of. It requires no imagination to go on 
down the list of “related missing activi- 
ties” that are automatically checked out 
of their economic structure, drastically 
affecting the advertising industry. 

There is a noticeable lack of such 
hard goods items as electrical washing 
machines, dryers and air-conditioners 
and the standard size refrigerator is 3.1 
cu. ft. A store window, obviously de- 
signed to develop interest in the deter- 











William W. Miller 


gent TIDE, displayed three or four 
dozen small size boxes—not a large box 
in the window or in the store. 

Most European countries in their pres- 
ent and chronic economic state could 
not afford the American style of outdoor 
24-sheet posters and giant painted bul- 
letin displays—they don’t have the pay- 
rolls and consuming power to support 
them. 

Suffice to say, Europe’s economy is far 
below ours and more important, differ- 
ent from ours. On this basis then, we 
can fairly discuss and appraise the Euro- 
pean poster. The poster, incidentally, 
is the one European advertising medium 
with which American art directors are 
most familiar. This is natural because 
there exists no language barrier and the 
poster lends itself to dominant print dis- 
play in our graphic magazines. 

As our economies differ, so do our 
advertising approaches or philosophies. 
For example, commercial TV is still a 
step-child in most European countries 
and is barred completely in some. In spite 
of the operation of a number of Ameri- 
can advertising agency offices throughout 
Europe, print advertising is far different 
from the American. Practically all of 
these agency personnel are natives of the 
respective countries and advertising in 
most instances is thus geared to, and 
reflects traditions of the European past. 

The European poster is a glaring ex- 
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in this shrinking world America and Europe are still 


much so easily. 


France. 


by Villemot. 


refreshment. 


worlds apart when it comes to advertising 


ample of these differences. It bears no 
relationship to its American counter- 
part—they are not even in the same 
media classification. The European 
poster is “sidewalk advertising”. The 
American poster is the “great wide world 
outdoor” advertising. To attempt to 
compare them is to compare plums and 
grapefruit. A good European poster 
would not necessarily transpose into a 
good American poster. 

To judge and appraise the copy of 
either, one must recognize the position 
and purpose of the media and the eco- 
nomic atmosphere in which it operates. 
The European poster was a popular 
“announcement” long before the auto- 
mobile. It was the first media to use 
color and even today ranks as the domi- 
nant color communication channel. The 
advent of gasoline powered vehicles has 
not changed its position—and more im- 
portant, it was not attempted to change 
its position since the advent of gasoline. 
Herein lies the basic differences between 
European and American posters. The 
European poster is still as it was years 
and years ago—essentially an announce- 
ment directed to the passing pedestrian. 

The method of placement alone, espe- 
cially in England and France, usually 
in “hoardings” or groups of five to fifty, 
often posted edge to edge like wallpaper, 
precludes the possibility of any effective 
message transmission to automotive cir- 
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culation. The use of kiosks on the side- 
walks as poster panels, with many post- 
ers displayed away from street visibility, 
definitely fixes the pedestrian as the 
target for the message. The small Euro- 
pean automobiles are not designed for 
viewing outdoor advertising—with their 
low roofs and windows, one has to bend 
downward to look out the side windows. 
Motorcycle, scooter, motor-bike and the 
like operators are more concerned with 
their personal traffic safety problems 
than they are with trying to select a 
specific poster message from a_ hetero- 
geneous group of poster “hoardings”. 
Only the busses offer any opportunity 
of broadside viewing and the posters 
are much too small to transmit, through 
“distance X speed”, any measurable 
amount of visual communication. Eng- 
land is a partial exception, where the 
advent of some painted bulletins, pat- 
terned after the ‘American, has upped 
the size of some of their posters to 
approximately one-half the area of our 
24-sheets. 

There are no accurate research figures 
available concerning European posters, 
either in amount of billing or the effec- 
tiveness of individual designs or cam- 
paigns. Certainly no case histories are 
available. A few general comments are 
however in order. 

In England, between 121% to 20 mil- 
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Cartoon series with European 
flavor plus American sell. Renfru. 


2) London’s Abram Games says 80 
8) Savignac sells soap this way in 


This is a beautiful color painting 


5) Leupin combines his easy art 
with the realism of the product. 
Even the sun sips Coca-cola for 














lion dollars is spent annually on posters. 
They are used mostly as a part of an 
overall campaign employing other media. 
Kellogg is using the poster as a link 
between their TV commercial and the 
retailer’s counter, the poster being a part 
of the commercial. One company, Guin- 
ness, has run continuous poster cam- 
paigns, with quite obviously a major 
portion of their advertising appropria- 
tion going into this form of advertising. 
Some advertising agencies feel that post- 
ers are effective only in advertising cer- 
tain type of products such as gasoline, 
beer, airlines and various types of exhi- 
bitions. Never-the-less experience seems 
to suggest that poster advertising is an 
essential and important part of any 
advertising campaign. 

In Holland, considerable fiscal restric- 
tions are placed on posters—space in the 
cities is allocated very cautiously and 
this results in a strong demand for 
poster space. 

Belgium—quite the reverse of Holland, 
is well developed poster-wise and post- 
ers can be seen all over the country. 
Although posters are considered an 
essential part of any advertising cam- 
paign there are no figures available to 
support this view. 

In Switzerland, posters are used to 
add life and variety to a campaign. 
There are approximately 13,000 spaces 
available and they are held as a monop- 
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oly by one posting company. The usual 
exposure is two weeks. 

In Germany, poster displays are 
limited to the city owned, round con- 
crete pillar boxes called “Lithfassdule”. 
Only a part of one poster can be viewed 
from one spot and one has to circum- 
navigate the structure to take in and 
appreciate all there is to offer. 

France is an extensive poster user, and 
2000 posters are required to develop a 
nation-wide display. 

I'he good European poster, designed 
to interest and entertain the pedestrian, 
is definitely a high art form. That is why 
they are in such demand in this country 
as decorations for rumpus rooms and 
bars and some are even suitable for dis- 
play in the more prestige positions of 
the home. Remove the lettering and 
many would deserve to top the winners 
in our contemporary fine art shows. In 
truth, the best are wonderful as art. 
They are bold and daring in form and 
color, and yet posses an aura of refine- 
ment and sophistication. Some, espe- 
cially by Villemot and Piatti are spon- 
taneously beautiful in painting. Savignac 
is a master humorist with the ability to 
portray his humor unerringly, yet poeti- 
cally. Abram Games of London is a 
brilliant analyst as well as a superb 
craftsman, inventor, and a bold, posi- 
tive, clean designer. These men are well 
known in America. There are many 
other stars in the European poster firma- 
ment covering all the countries of the 
West and including some behind the 
iron curtain, as well as others spreading 
over into Asia Minor and Inida. Most 
all have a common denominator—they 
strip down the problem into its simplest 
parts, then employ some or all the parts 
to fabricate, with generous applications 
of color, a design that people will look 
at and enjoy—much as they enjoy a spar- 










kling, tonal, musical composition. 

Most emphatically, however, it must 
be stated that though there are many 
beautiful and well designed European 
posters and a few with sell, they also 
produce their quota of poor and bad 
ones. 

Someone once called the American 
poster “the poor man’s art gallery”. I 
believe this is even more true in Europe, 
for many of the artists’ names are fa- 
miliar friends and the subject of long 
discussions. Their work is certainly more 
fresh and interesting than that to be 
found in the museums, castles and art 
galleries and is more a part of the daily 
life of the pedestrian. 

Because of the many material short- 
ages aforementioned, the classification of 
advertisers is sorely limited and com- 
petition within the classifications is not 
intense by our definition. As a result, 
there is much more art than sell in the 
average European poster. They seem 
content to develop attention through 
color and design and then conclude with 
a pass at the advertiser’s name. Broadly 
speaking, the European poster is largely 
reminder advertising, much more insti- 
tutional in concept than the American, 
with high emphasis on attention values— 
they have to be, or get lost on the mass 
competitive displays provided for their 
posting. And speaking of design — be- 
cause most art directors are designers, 
we are pushovers for going overboard 
in praise of the European product. 

Probably the most important reason 
for the individuality of the European 
poster is that since the economy is low, 
with advertising in step, the artist is 
many men in one. He is art director, 
copy writer, creative director, artist, and 
often account executive. He designs as 
he pleases. In my opinion, based upon 
observation and discussion with some 
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of Europe’s most informed advertising 
men, the European poster could con- 
tribute much to the generation of more 
speed in the producing and consuming 
economy, and therefore to a_ higher 
standard of living if more attention 
were devoted to the sell in the poster 
conception. It also follows that there 
must be more rational organization in 
displaying the posters to eliminate as 
much as possible the mumble-jumble 
that now exists. 

On the other hand, the dominant rea- 
son why so many American posters are 
poor is because there are so many in- 
experienced men designing them. Too 
often the poster is a “me too” reflec- 
tion of a poorly designed magazine ad. 
Europe has developed poster specialists, 
American designers spread themselves 
too thin. In spite of this, I maintain 
that we do have a goodly percentage 
of good posters—the proof, the monthly 
poster ratings and readership checks and 
the many clanging cash registers that 
tally the sales. 

An amazing thing about outdoor ad- 
vertising is that it is so good as a me- 
dium, it can absorb so many abuses and 
still hit the jackpot. 

Can European poster art contribute 
to the benefit of the American 24-sheet. 
Yes! It has in the past and the opportu- 
nity is definitely in the present. Otis 
Shepard dipped into the European paint 
pot more than 25 years ago and has con- 
sistently sold the gum chewing habit 
with repeated suggestions in a distinc- 
tive manner—in a manner to make the 
Wrigley dollar go farther. You can’t 
argue with that! The Chicago Tribune 
—illustration herewith—is currently us- 
ing a cartoon series with a strong Euro- 
pean flavor, yet doing a fast selling job 
of the Tribune’s various features. Ken-L 
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Piatti designed this for a con- 
densed milk, in Switzerland. 
Simplicity, boldness, by Donald 
Brun. 

A new and beautiful design by 
Donald Brun. 


No product advantages—just 
desire creating. Herbert Leupin. 


The European counterpart of the 
copyless photographic posters 
used by the New York Daily 
News. Savignac. 

A windshield full—21 to be exact 
—in Paris. To be sure you see 
their poster midst this hoarding, 
some advertisers put up 
multiples. 

For people who move in small 
circles in Frankfort. 


A row of London hoardings. 
For pedestrians only, in Nice. 
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the “secret organization of the 


ADCC NEWS BULLETIN” 


Art Directors from Aspen to Yonkers 
have inquired how the Art Directors 

Club of Chicago manages to produce 

an eight page graphic bulletin on a 

regular schedule and of sufficient artistic 

merit to warrant reproduction in pub- 
lications such as Graphis Annual. The 

Bulletin has won awards in major shows 
and has been included in the exclusive 
Society of Typographic Arts Annual 
Exhibition. All this has been achieved 
without a grant from the Ford Founda- 
tion, but as a labor of love by some of 
the busiest of Chicago ADs. 

Before we divulge the “secrets”, a 
brief outline of the evolution of the 
Bulletin will help explain its present 
form. For many years the publication 
was a mimeographed news letter. How- 
ever in 1952, Editor Ray Dolan and 
assistant Len Rubenstein believed, since 
the audience was a visually minded 























The only eight page publication in the world with eight art dire: tors 


group, the ADCC house-organ should 
enlarge its sphere of influence by be- 
coming a graphic publication. The Bul- 
letin graduated into a pocket-size plano- 
graphed form containing eight pages, 
plus a standard french-fold cover. In the 
later part of 1953, a series of objectives 
were formulated by the editors and dis- 
tributed to the staff. Included were the 
following: 

1. To develop a publication that 
would accurately reflect the character of 
the ADCC and its contribution to the 
commercial art field. 

2. To provide a living laboratory 
for graphic experimentation. 

3. To provide a forum for provoca- 
tion ideas. 

4. To evolve eventually, a graphic 
publication that would be a_ visual 


stimulus with a healthy accent on Chi- 
cago. 
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on its staff 


5. To arouse interest in, and elevate 
the standards of the profession. 

6. To increase interest in the Clubs 
current and projected activities. 

7. To introduce new talent to the 
membership. 

The idea caught fire and Bob Mad- 
den, president of Rider and Dicker- 
son, printers, promised editor-elect Len 
Rubenstein that their firm would litho- 
graph the publication at cost. In Jan- 
uary 1954, a new format was estab- 
lished. The publication became an 
eight-page, self-covered, saddle wired 
house organ with a king-sized page of 
1244” by 94”. The first cover design 
featured a unique photo-interpretation 
by photographer Jim Brown of John 
Breunig, ADCC President. The text 
within the issue was typed on an IBM 
machine and reduced by glossy stats to 
the equivalent of ten point type. Mon- 
sen of Chicago furnished display lines. 

To explain the “secret” organization 

the editors and staff started the 
custom of dinner meetings where ideas 
were developed not only for the current 
issue, but broad plans were mapped for 
subsequent publication dates. Each AD 
staff member was given complete re- 
sponsibility for a page (or spread) for 
both the copy as well as its visual or- 
ganization. For once, the AD had com- 
plete control of the page. If he wanted 
to cut copy, he could. If he wanted 
large photos, he could have them. If he 
wanted a small headline, he could have 
it. No one told him to play up a logo 
or “beef-up” the headline. However, if 
his page was incompetently prepared, 
his reputation would suffer; all pages 
in an issue were credited to the par- 
ticular AID) preparing them. 

ADs preparing opposing or facing 
pages were delegated to meet with their 
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opposite staff member to establish a 
compatability within the spreads. Dead- 
lines were established and each AD Edi- 
tor brought his assignment to comple- 
tion with all copy pasted up ready for 
camera. By dividing the assignments 
among the staff, by planning editorial 
features on unusual talent, profiles on 
officers, etc. months in advance, the 
Bulletin began to evolve into its present 
form. 

One means of subsidizing the pub- 
lication is the Studio Notes page. This 
mimeographed sheet or sheets, is in- 
cluded with each mailing and features 
personal items about the activities of 
studio members. Each participating stu- 
dio pays twenty-five dollars per year 
for the privilege of keeping their peo- 
ples’ names fresh in the minds of busy 
ADs. One staff member is assigned as 
Editor of this section and collects the 
“releases” from each studio source. 
About twenty studios are now partici- 
pating; and the items help build a 
friendly relationship within the art 
fraternity. 

In 1955, AD-Designer Susan Karstrom 
assumed the editorship and continued 
to up-grade the artistic as well as literal 
content of the Bulletin. By this time 
(and in an age characterized by con- 
formity) an imposing list of individuals 
had been featured—not only well-known 
people like Bernard Viilemot, John 
Averill, Elsa Kula, Bruce Beck, Andy 
Armstrong, Egbert Jacobson—but many 
“undiscovered” talents in the younger 
groups. 

An important aspect of participation 
on the Bulletin has been that it has 
acted as a training ground for a large 
number of individuals who have moved 
up into important positions within the 
club. Since each staff-member is much 

(continued on page 108) 
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Typical spread from Summer 1957 isauc 
designed by Susan Karstrom and Leroy 
Winbush. Drawing at right by Zeke Ziner 


Cover design for Summer 1957 Bulletin 
designed by James McCray. 


Progression of the Bulletin is shown (at 
left) by the mimeographed version from 
July-August, 1950; (center) the plano- 
graphed version from December of 1952, 
and at right, the lithographed format from 
March of 1954. 


Meeting of editorial group: from left, 
Ed Wentz of Waldie and Briggs Inc.; Dean 
Straka of N. W. Ayer & Son, Inc.; editor 
Charles MacMurray of Stephens-Biondi- 

Inc.; Doug Baxter of N. W. Ayer & Son) 
Inc.; and Len Rubenstein of Clinton E. 
Frank, Inc. Not shown, assistant editor 

Leroy Winbush. 


| 
Susan Karstrom, past editor of the Bulletin} 
of DeKovic-Smith Design Organization. 


George Robertson, News Notes Editor, of 
Community Fund of Chicago. 












UPCOMING 
DESIGNER 


, <4 choral tryouts 


women : glee vive 
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COMMUNITY PLANNING IN ILLINOIS 


John Massey has moved around in his 26 years. This young designer 
studied at Trinity College, Hartford, Connecticut, the Chicago Academy 
of Fine Arts, and the University of Illinois, where he collected a 
B.F.A. in advertising design. He joined the Design Department of the 
Container Corporation of America on August 1, after serving as 
designer/art director of the University of Illinois Press. He also has 
served as an editorial cartoonist, designer/illustrator for Qur Wonderful 
World, children’s encyclopedic anthology, and free-lancer for such 

John Massey varied publications as Water Well Journal and Family Weekly 
Magazine. His specialty is interpretative design as it applies to editorial, 
advertising, and promotional problems. Massey’s recent work has 
been seen at the Art Directors Club of Chicago 1957 Exhibtion of 
Advertising and Editorial Art, the Library of Congress Modern Art 
Influences on Printing Design Exhibtion, and the 1957 Type Directors 
Club of New York Show. He is a member of the STA and International 
Design Conference, Aspen, Colorado. e 








no deadline... 


no clients... 


Chicago ADs enjoyed their 8th annual Fine Art Show. Held as usual 
at Stevens-Gross Galleries, a great array of paintings in all styles were 
submitted. Without pressure of deadlines or the limitations of client’s 
requirements, with only the need to express themselves freely, the 
ADs kept judges Doris Butler, Dong Kingman and Earle Ludgin busy 
picking winners. Miss Butler is Art Critic for the Chicago Daily News. 
Mr. Kingman is the nationally known water colorist and a member 
of the Famous Artists Group in Westport. Mr. Ludgin, in addition to 
heading the agency bearing his name, is one of the best known 
collectors of contemporary art in the United States and a Trustee of 
the Art Institute. The show runs at Stevens-Gross from November 1 
through November 2g. Prize winners will be announced in a later issue 
of Art Direction. Some of the entries are shown here. e 


Barn in Snow—Jack Amon, 
Needham, Louis & Brorby 
Demetros—William Woolway, 
Edward H. Weiss Co. 

Still Life—Harry Hult, J. Walter 
Thompson Co. 

Nude—William Silet, J. Walter 
Thompson Co. 

The Rising Stones—David Lockwood, 
D’Arcy Advertising Co. 
Dandelions Through a Victorian 
Fence—Susan Karstrom, DeKovic 
Smith Design Organization 





Portrait—William Savin, Roche, 
Williams & Cleary 
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Bill Jones, in addition to being Founder 
of The Art Directors Club of Chicago, 
lists among his many achievements hav- 
ing been head Art Director of Needham, 
Louis and Brorby, Inc. After holding 
that position for several years, he re- 
signed to start his own design studio 
which he operated until this year when 
he joined Stevens Gross Studios as head 
of the newly formed Design Department. 
He maintains an active membership in 
the A.D.C.C. ae well as in several other 
graphic arts clubs. 

It is amazing that a man of Bill’s 
youthful vigor can look back upon the 
whole history of the A.D.C.C. because he 
isn’t kidding when he says he expects to 
be around at the Fiftieth Anniversary. 


It all happened in 1932. I suppose that 
does figure out to be twenty-five years 
ago, for the ADCC is moving along 
with plans for a Silver Anniversary! The 
whole yarn about the beginnings of the 
ADCC cannot be told (by me anyhow) 
without it being personal. Tried the 
other way, it turned out to be as inter- 
esting as a report to the stockholders. 
So, since you asked for it, here it is, 
full of the first person singular. 

Art directors were rare birds when a 
handful of them in New York started 
their club in 1920. Even by 1925 the 
term was about as familiar as avifaun- 
ologist. That was the year I joined a 
small Chicago agency, Maurice H. Need- 
ham Company, handling art and produc- 
tion. A year later when they could afford 
a production man, I was given the title 
of art director (lower case, and not yet 
shortened to AD). In 1927 The Society 
of Typographic Arts was founded, and 
I joined as soon as I could persuade the 
agency to pay the freight. 

Egbert Jacobson had been AD in a 
New York agency before coming to Chi- 
cago in 1928 to organize one of the 


HOW THE ADCCis‘ 


first studios stressing design, Harringer, 
Jacobson, Colvin. He had been active 
in the formation of the AD Club of 
New York and his telling of it put the 
idea in my head that we should have 
one here. I had become acquainted with 
a few agency ADs and in talking it over 
found that they agreed. But, about the 
time of the ’29 crash, as I was becoming 
active in the STA, I made the disquiet- 
ing discovery that no other agency art 
director had joined that group. It soon 
paid off for me: Having used Bodoni 
types and Wayne Colvin’s line drawings 
in a fortuitous combination for an in- 
vestment house campaign in Time, | 
found myself the recipient of the 1930 
Harvard Award for typography. In ad- 
dition to sharing a cash prize (enough 
to buy my first car) this resulted in a 
lot of publicity for N. L. & B. Inc. and 
myself. Undoubtedly it was the incentive 
needed to make this very young AD 
cocky enough to think he could do some- 
thing about pushing the idea of an AD 
Club for Chicago. More talking for a 
year and still no one did anything. Fi- 
nally I did, though admittedly it was 
very subtle. 

On Saturdays I often spent a couple 
of hours with Oswald Cooper or Edwin 
Gillespie learning about type by stick- 
ing and handproofing it. One January 
day I set a dozen or so lines in the 
form of six questions about an AD club, 
made it into a folder with the heading 
“To Thirty Art Directors of Chicago 
Agencies”, got a printer to run it off 
properly, and mailed them anonymously. 
Then, with unmitigated nerve, wrote a 
squib for the forthcoming Bulletin of 
the STA (for February 1932) of which 
I was the designer. The paragraph com- 
mented favorably about this mysterious 
folder that had been circulated to the 
art directors. I also saw to it that a 





Cc STARTED by E. Willis Jones 


copy of the Bulletin reached the go ADs! 
Then again, silence — and the question 
of what to do to get them together. 

In April, fate stepped in. Maurice 
Needham was on the board of The Ad- 
vertising Council of the Chicago Associ- 
ation of Commerce and persuaded them 
to sponsor bringing to Chicago for the 
first time the Annual Exhibition of the 
ADC of New York. This was the 1931 
show, their eleventh. I was asked to 


handle the hanging of the show at Mar- 


shall Field’s. It didn’t take long for me 
to say yes, for here was the excuse to 
get the boys together! Over twenty an- 
swered the phone calls for help, and 
on an evening in May, with sleeves 
rolled up, they got to know each other 
and were quite amenable to the sugges- 
tion that we meet again soon for dinner 
and discuss an Art Directors Club of 
Chicago. The dinner, with twenty-five 
present, held during the first week in 
June at Huyler’s was successful even to 
the point of electing an organizing com- 
mittee of four. 

The committee met several times that 
summer drafting a constitution, outlin- 
ing aims and plans, then appointed a 
nominating committee headed by Lou 
Ingwersen. A ballot was prepared with 
two names for each office for action at 
the first meeting. I have before me the 
minutes of that dinner meeting, held 
at the Art Institute on September 28, 
1932. As temporary chairman, I read 
plans and recommendations of the or- 
ganizing committee and a few points 
are worth telling here. Forty had been 
chosen as automatically eligible. Initia- 
tion fee of $10 and $20 dues; $25 for 
sustaining members. Additional mem- 
bers would require three member spon- 
sors and election by three-quarters ma- 
jority of the entire membership! And 
this statement was read: It is not expected 
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that the club will ever have more than 
65 or 70 members! Also this: The money 
in the treasury, which could amount to 
$1000 per year, shall be used for .. . etc. 
etc....and the surplus (we hope) go 
toward a fund for permanent headquar- 
ters. (Oh, the glorious optimism of 
youth! We still lack the headquarters.) 

An inspiring address by Hays Mac- 
Farland assured us of the backing of the 
entire advertising profession. Four of the 
five officers elected that night were the 
organizing committee members: Leonard 
Carey and Roy Washburn as VPs, 
Charles MacDougall as Treasurer, Mar- 
jorie Fletcher (one of the two women 
members) as Secretary and myself as 
President. It was moved and carried that 
the unelected four on the ballot be 


the first meeting 

At that first meeting plans were an- 
nounced for a weekly sketch class for 
ADs only at the Art Institute during 
November and December, each in charge 
of a well-known artist, among whom 
were Lyford, Sundblom, Welch, Storrs 
and Norton. Also plans for our first 
Annual Exhibition scheduled for Jan- 
uary! 

I regret that most of the details about 
that First Annual Exhibition are lacking 
in my file folder marked s‘ADCC, Early 
Years.” With a bit of checking this is 
it: The exhibit.was announced in No- 
vember, closing in mid-December. There 
were approximately 500 entries, with 125 
originals selected for exhibition in the 
Marshall Field Galleries during the last 
half of January 1933. (It was called the 
1932 Exhibition, however, so we're still 
right in the present one being the 
twenty-fifth.) The “Awards Dinner” was 
then a luncheon at Fields attended by 
about one hundred and fifty. Edgar Mil- 
ler gave an address centered mainly on 
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the theme of “creativity.” There was 
not much in the till so the printed 
material was simple and in black only! 
In addition to other printing costs of 
about twenty Award Certificates our 
purchases were mainly wire and hangers, 
so I suspect that we ended in the black! 
Monthly dinner meetings were held in 
the sumptious (now gone) Old English 
Grill Room of Grayling’s Restaurant in 
the Wrigley Building. A feature of each 
meeting was an exhibit of the work of 
one or two Chicago artists or photogra- 
phers and the tough job of assembling 
these monthly showings was so well done 
by Fred Boulton that he had a hard 
time getting off the hook. These were 
the latter days of prohibition and no 
self respecting gathering could be held 
without flagrant breaking of the law. 
Charlie MacDougall had good connec- 
tions and provided gin in gallon bottles 
for pre- and post-dinner use. The ex- 
cellent dinner (including drinks) cost 
about three dollars! The program con- 
sisted of a drink or so while greeting each 
other and discussing the current exhibit, 
dinner a brief business meeting, listen- 
ing to a (usually good) speaker, then 
a gathering around the piano and polish- 
ing off the bottle. The attendance for 
members was approximately twenty-five 
to thirty at meetings. Guests were per- 
mitted several times a year. 
non-agency AD’‘s 
We early recognized that there were 
art directors outside the agency orbit. 
Such were welcomed and boosted our 
membership to about fifty. Among those 
from the printing business was Bill 
(Wm. A.) Kittredge of The Lakeside 
Press who accepted the chairmanship 
of the Educational Committee during 
1933- The high spot of his program was 
a trek to Frank Lloyd Wright’s Taliesin 
at Spring Green, Wisconsin. Seventeen 
(continued on page 113) 
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ROP COLOR=-COMING INTO ITS OWN 


The first annual ROP Color Contest, 
held in conjunction with the Second 
Annual ROP Color Conference in Chi- 
cago, messages from the conference 
speakers, and all activities at the three- 
day meeting of nearly 1000 persons con- 
cerned with ROP color emphasized a 
central theme: ROP color is definitely 
going to grow in importance and agen- 
cies must become familiar with creative 
artwork and mechanical requirements to 
ensure successful use. To that end, a list 
of speakers, leaders in management, pub- 


report on 2nd annual ROP conference, 


lishing, and advertising agencies, re- 
viewed ROP’s history, reported success- 
ful ROP campaigns for various kinds of 
clients, forecast trends ROP use may 
take and what should be done to fur- 
ther successful use of ROP color. 
Judges of the first annual ROP Color 
Contest, sponsored by Editor & Publisher 
magazine and the Art Directors’ Club of 
Chicago, the Advertising Agency Pro- 
duction Men’s Club of Chicago and the 
American Association of Newspaper 
Representatives, named 15 winners out 
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1st annual color contest 


of a total of 1800 entries submitted by 
150 papers. Twelve winners were to be 
named from two subject groups, food 
and general. Under each subject group, 
there were 12 classifications of national 
or general rate ROP color ads. How- 
ever, 15 winners were named finally 
because of ties in three classifications. 
Seven winning pieces, chosen at ran- 
dom, are shown here. Dr. Albert A. 
Sutton, of the department of graphic 
arts at Medill School of Journalism, 
Northwestern University, and chairman 

















of the judges, announced that selections 
were based on excellence of printed 
reproduction, not on layouts and crea- 
tive planning. Color balance and the 
agreement of colors employed in the 
advertisement were weighed carefully, 
he said. Although newspaper production 
departments often have no control over 
inks and colors used, judges considered 
the adaptation of color to product ad- 
vertised. Vividness or brilliance in colors 
was regarded essential in most reproduc- 
tions. 

Final judges, in addition to Dr. Sutton, 
were James Sherman, AD at McCann- 
Erickson; Edward L. Tollefson, vice 
president, Foote, Cone & Belding. The 
screening jury was composed of AD 
John Amon, of Needham, Louis & 
Brorby; AD Orville Sheldon, of FC&B; 
John McComb, production manager of 
Erwin, Wasey & Co.; production mana- 
ger Ernest F. Neubauer, of Campbell- 
Mithun; James Chisholm, assistant pro- 
duction director of Needham, Louis & 
Brorby; and George Heiland, vice presi- 
dent and general manager, Intaglio 
Service Corp. 


color aids memory 

Keynote speaker Laurence T. Knott, 
vice president and advertising director 
of the Chicago Sun-Times, emphasized 
the importance of newspaper color ads: 
“Recent Publication Research studies of 
newspaper readers reveal that people 
remember color ads five and six days 
longer than the same ads in black and 
white. . . . In looking through a recent 
issue of The Saturday Evening Post I 
counted 66 pages of color advertising, 
which represented 72% of the space 
being used by advertisers who bought 
the equivalent of page units or larger 
space. In this issue 64%, of ali the adver- 
tisers used color in their advertisements. 
Take a quick look at any general maga- 
zine these days and you will find that as 
high as 85% of the page advertisements 
are in color. Advertisers are buying more 
and more color spreads and many use 
multiple color pages with great regu- 
larity.” 

Knott noted that color use in every 
media has outrun that of newspapers: 
“Paul Molloy, the Sun-Times TV Col- 
umnist, tells me that some, of the elec- 
tronic inventions of the television in- 
dustry are fantastic. General Electric has 
already worked out 3-D Color TV and 
are now experimenting with sets in an 


effort to eliminate the use of polarized 
glasses while viewing it. A magnetic tape 
recorder, in both black and white and 
color, is here. It will probably replace 
the use of film and, at home, a TV 
viewer could turn it on if unable to 
watch a particular TV show and run the 
tape off later on his own screen. 

Knott said newspaper people must 
devise a plan which will make it possible 
for advertisers to buy ROP color as 
easily as they buy color offered by com- 
petitive media. In order to do that, 
mechanical problems must be solved. 
“Even with the best available equipment 
the elements of cost and time are still 
great obstacles. The tremendous speed 
with which a modern day newspaper is 
produced poses problems unknown to 
other users of color anywhere.” 


“color-impact” 

Vincent R. Bliss, president of Earle 
Ludgin & Co., Chicago, in an address 
and slide presentation showing how 
ROP newspaper color can best be util- 
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Color: 3/c and black 

Circulation: 100,000 — 500,000 
Newspaper: Newark Star Ledger 
Advertiser: Kraft Food Co. 
Agency: Needham Louis & Brorby 
Color: one color and black 
Circulation: under 100,000 
Newspaper: The Scranton Times 
Advertiser: Dole Pineapple 
Agency: N. W. Ayer & Son 

Color: one color and black 
Circulation: under 100,000 
Newspaper: Portland Press Herald-Express 
Advertiser: P. Lorillard Co. 
Agency: Lennen & Newell 


Color: one color and black 
Circulation: over 500,000 
Newspaper: Chicago Tribune 
Advertiser: Philip Morris & Co. 
Agency: Leo Burnett 
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ized in campaign planning, noted: 


“With the maturing development of full 
color in run-of-newspaper pages we have 
an advertising element which is new— 
and which I believe is opening up fresh 
possibilities for more effective advertis- 
ing because it improves the quality of 


impact.” 

Bliss said “color-impact” should ideally 
be used to describe what ROP color 
gives to ads. The very addition of color 
changes the message of an ad. On a 
split-run test made by the Cincinnati 
Times Star for a readership-measuring 
study, which used a black and white 
version of a 1500-line Rath Bacon ad 
and a color version, the color ad proved 
well above twice as effective for women, 
and showed an astronomical increase 
among men, Bliss said. ROP color gives 
something new to promotion advertis- 
ing, too, Bliss emphasized: “With ROP 
color promotion advertising available 
we may find ourselves turning more to 
thoughts of idea promotions in place of 
idea-starved price appeals. In fact, with 
ROP color promotion advertising avail- 
able to stimulate us, we may be able to 
find the way to break out of price-deal- 
dominated merchandising and to prove 
that good selling is cheaper than giving 
merchandise away.” 


sharpens brand image 
Walter C. Kurz of the Chicago Tri- 


bune made the point that “the news- 
paper color advertisement can sharpen 
the brand image to make its personality 
felt strongly.” Newspaper color gives 
an extra feeling to an ad, he said, thus 
contributing to the product’s needed 
strong personality. Kurz referred to the 
campaigns which used color  success- 
fully in building new and strong per- 
sonality for products—Pepsi-Cola’s “con- 
stant parade of full pages in full color 
to build a new and strongly felt per- 
sonality,” and other ROP color cam- 
paigns for products ranging from May- 
tag washing machines to Hunt's canned 
peaches. He gave seven ways in which 
newspaper color builds character for the 
brand: Newspaper color delivers impact, 
provides an atmosphere of action, ac- 
centuates news values, sets a mood, is 
more persuasive, enhances quality, indi- 
cates modernity. 

C. W. Plattes, manager of cereal ad- 
vertising, General Mills, criticized the 
present use of newspaper color by agen- 
cies. He charged that by and large news- 
paper color is over-created by advertising 
agencies. He advised: “Today, in buying 
a national market, the advertisement 
should begin with the newspaper in- 
volved. Then it should be created in 
such a manner so that the smallest 
newspaper in the schedule can print it 
beautifully. It follows then that the 
larger newspapers will take it like a 


breeze. This rule of thumb, if applied 
with all national schedules, would save 
a lot of repro headaches. From a copy 
or art standpoint, think of large simple 
illustrations and reduce the number or 
eliminate small elements. If a small ele- 
ment must be used, consider carefully 
if it will serve your purpose to reproduce 
it in the black plate only. Do not include 
any unnecessary detail—actually, in doing 
so you may fail to convey the basic idea 
you have in mind as well as to present 
difficult reproduction problems. And for 
full color repro in less than full page 
size, consider limiting the illustration to 
the three standard colors. 

“Another principle for agencies to re- 
member is that newspaper color impact 
is not related to the amount of colored 
ink used—necessarily. Generally speak- 
ing, it is how it is used. I guess the most 
notable example of all time is in Rem- 
brandt, who painted with a bronze over- 
tone that didn’t in the least detract. 
What we need are some modern Rem- 
brandts in ROP color, to fashion impact 
through restraint and high key use of 
fewer hues.” 


partial page color 

Frank Stolz, production manager of 
BBDO, asked for de-emphasis of full 
pages, both in selling and buying of 
ROP color, because of the often pro- 
hibitive cost involved. The future of 



























volume national advertising in full color 
hinges on the development of the partial 
page, he said. He advised newspapers to 
sell partial pages in standard units, such 
as three-quarter, half and quarter pages. 
A mechanical standard should be set up, 
he said, to fit these units so that exces- 
sive production costs—due to the need 
of a wide variety of sizes—should not 
follow. To meet color matching prob- 
lems, he advised agency men to give the 
ANPA a color sample and ask for a 
match and formula using the ANPA-4A 
standard inks, and supply that formula 
to the newspaper with the insertion 
order. 

J. H. Sawyer, who welcomed the con- 
ferees, predicted newspapers will make 
ROP color more attractive to buy, via 
group frequency and volume discounts. 
Now, with over 600 newspapers printing 
color, might be the time for the direct- 
ing heads of the Bureau of Advertising 
to consider setting up a special depart- 
ment for the promotion of ROP color 
advertising, he said. 


color advice 

Hints on use of colors were given by 
O. C. Holland, director of advertising 
for the Interchemical Corp., printing 
ink division. “Newspapers should en- 
courage use of ‘action colors’ — such as 
bright reds, yellows, oranges, greens — 
for better response to advertising. . . . 
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‘Action colors’ catch the eye quicker, sell 
faster than the so-called ‘influence colors’. 
. .. ‘Action colors’ alone will not make 
a selling advertisement. But they can 
make good copy and layout as much as 
ten times more effective. . . . Large areas 
of action colors are best adapted to sim- 
ple layouts which offer greatest speed 
and lowest cost in production.” 

Holland stated “ROP color is the 
answer to new ‘sneak’ advertising (called 
‘subliminal’) which threatens movies and 
television.” 

Arthur A. Porter, vice president and 
director of media for J. Walter Thomp- 
son Company, suggested that, when the 
Third Annual ROP Color Conference 
is held next year in New York, “the 
great Sahara of ROP color,” perhaps a 
new annual event could be established, 
to be known as ROP Color Annual 
Awards, which would be an objective 
consideration of copy, layout and use 
of color. It would have nothing to do 
with mechanics of color reproduction. 
Awards would go to advertisers and 
agencies who demonstrated the most ex- 
pert use of the medium. He also sug- 
gested research which would be “both 
broad and deep; broad to document 
quantitatively how many more readers 
per dollar color can deliver to an adver- 
tiser, and deep to get at the depth of 


5) Color: 3/c and black 
Circulation: over 500,000 
Newspaper: Milwaukee Journal 
Advertiser: Realemon-Puritan Co. 
Agency: Rutledge & Lilienfeld 
6) Color: 3/c and black 
Circulation: under 100,000 
Newspaper: The Tacoma News Tribune 
Advertiser: Sicks’ Brewing 
Agency: Miller, Mackay, Hoeck & Hartung 
7) Color: 3/c and black 
Circulation: under 100,000 
Newspaper: Davenport Newspapers 
Advertiser: Anderson Clayton & Co. 
Agency: McCann Erickson 








impression that can be made through 
color.” 

R. E. Lewis, manager of ANPA’s 
mechanical department, noted his de- 
partment would expand its activities, a 
necessary step with the increased use of 
newspaper color. Reports, prepared by 
his department, which would be of espe- 
cial interest to agency people are Report 
No. 7, Recommended Standard Colors 
for Run of Paper Color Printing, and 
Report No. 8, The Preparation of Copy 
Art and Photography for Run of Paper 
Color Printing. Report No. 9, The 
Preparation of Engraving and Dupli- 
cating Materials for ROP Color Print- 
ing, is now being prepared. The reports 
are distributed to all member news- 


papers. 


Backgrounding ROP procedures, Lewis 
said: “When a newspaper begins to 
print ROP color, the first step usually 
is to offer spot color to advertisers. This 
presents the problem of having matches 
made of fabrics, engravers’ proofs, trade 
name colors, etc. The ANPA-A.A.A.A. 
standard inks for ROP colors have been 
selected on a mixing and blending sys- 
tem basis so that newspapers can match 
an infinite number of colors within their 
own plants from the 13 basic colors. In 
order to further assist newspapers, early 
this year the ANPA mechanical de- 
partment introduced a color matching 
service. 

“For example, if a piece of cloth is 
submitted to the mechanical depart- 
ment, we will prepare for the member 
newspaper a formula that will match the 
cloth giving the parts, by weight, of 
standard colors to be used. The formula 
is sent on a proof sheet using the actual 
mixture of colors so that the newspaper 
and his customer can see how closely the 
match has been made. In the case of 
brand name colors, such as the Salem 
Cigarette “green,” or the Coca-Cola 
“red,” etc., matches can also be easily 
made and the formula supplied to the 
newspaper along with a proof of the 
color. The same thing can be done 
where a proof is supplied by an agency 
showing a color bar which may or may 
not contain an ink manufacturer’s ink 
number. If a color bar is supplied or a 
manufacturer's identification number, a 
standard formula can be easily prepared 
by the mechanical department and sup- 
plied to you. Currently we have over 
400 match formulas so that many matches 
can be supplied from our ANPA files.” 
* 











by Harry & Marion Zelenko 
Everyone lets the bank “design” their checks . . . even the 
designers! 

Of course, one reason might be that it is not common knowl- 
edge that a company or an individual may fit the check to their 
own requirements. One can design his own check and check stub 
with the same thoughtful planning and consideration to func- 
tion, that every other business form should have. Another 
reason . . . the banks supply mass-produced checks without 
charge, also without personality. Designed well and especially in 
consistency with every other business form, the check is a 
valuable advertising tool since checks are never destroyed or 
rarely lost. The usual bank requirements are name and address 
of the bank, and the bank’s clearing house number in the 
upper right corner. Patterned safety papers are desirable for 
protection, as well as the ready identification as a check. The 
other elements to possibly include are shown in the variations 


on the accompanying checks. * 


Evansville,(8) Indiana Check N¢ 5109 


Te THE CITIZENS NATIONAL BANK of Evansville, [24] 
“Pay to the order of 
$ 


HERBERT W. SIMPSON INC. Printers 








Kansas City 12, Missouri 


this check for 


to the order of 


5282 


PAY TO ORDER OF 


SEVENTH AND HOOVER BF: NCH 


BANK OF AMER'CA 
WATIONAL TRUST & SAVINGS (59H 


16 242 





CHECKS WITH A 


' MANUFACTURERS TRUGT CO” WT 
EP See Fe 
| PA 
N Harry © Marion Zelenko |” 
= 450 East 63 Street F RS, 
& New York City 21 Late 5 
pos TEmpleton 2-8440 


5353 WEST THIRD S: REET - 


SELES 5, ( 


THE 


PE 
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‘To OLD NATIONAL BANK im Evansville (32) 


| Pay to the order of 
the sum of 


HERBERT W. SIMPSON 
206 South Alvord Bowlevard 
EVANSVILLE - 14+ INDIANA 











DOLLARS 


THE ART CENTER SCHOOL 
OT NEGOTIABIZ 


_NOT_NEGOTTABLE 


PERSONALITY 
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UPCOMING DESIGNER 


Chicago-born, Bob Amft is a graduate 
of the Art Institute and studied paint- 
ing at the Saugatuck Summer School 
of Painting in Michigan. Bob and Mrs. 
(Marian) Amft often work together. 
He’s strong on watercolors as well as 
design and has won awards from the 
Artists Guild, STA, the Art Directors 
Club (ADCC) and has exhibited in 
galleries in Chicago, New York, New 
Orleans, Oklahoma, Indiana and Wis- 
consin. 

Bob AD’d in a Chicago agency for 
four years and has taught at the Ray 
Vogue Schools and the New Orleans 
Academy of Art. Seven years ago he 
returned to Chicago and opened his 
own studio. 





For FAST... EFFECTIVE...ECONOMICAL ART 
have CRAFTINT SHADING MEDIUMS and 


F R E E Craf-Tone — Craft-Color — Craf-Type 


Two Drawer Full-Suspension File Cabinet 

(Made of heavy gauge steel! with smoothly operating, nylon 
bearing-track channel construction, valued at $50.00) 

Pius 200 Large Storage Folders valued at $7.00 


AGENCY DEAL 
2 sheets each of 180 of the most popular CRAF-TYPE patterns. 
3 sheets each of 70 of the most popular CRAF-TONE patterns 
11 sheets each of CRAFT-COLORS— Red, Vermilion, Yellow, Medium 
Green and Medium Blue, plus 4 sheets each of the other 30 colors. 
200 Folders FREE. 
Two Drawer File Cabinet FREE 


Agency Deal Total — $498.50 


STUDIO DEAL 
1 sheet each of 180 of the most popular CRAF-TYPE patterns. 
2 sheets each of 49 of the most popular CRAF-TONE patterns. 
7 sheets each of CRAFT-COLORS— Red, Vermilion, Yellow, Medium 
Green and Medium Blue, plus 2 sheets each of the other 30 colors. 
200 Folders FREE. 
Studio Deal 
File Cabinet (Half price) 


$249.50 
25.00 


Total — $274.50 
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ALPHABETS at your 
FINGER-TIPS! 


CRAF-TONE a new, better, more eco- 
nomical adhesive-backed Shading Sheet! With Craf-Tone 
you can choose from more than 291 graduated tones, tints 
and patterns. Never before has a selection of Benday and 
Specialty patterns been manufactured and arranged in proper 
shading sequence in 15 distinct categories. Processed on 
thin-gauge Matt-finish acetate—Craf-Tone eliminates GLARE 
and insures sharper, cleaner reproduction. Available in 
black, reverse (white) and colored patterns. Everyone's first 
choice for quickly shading art work for newspaper, direct 
mail, posters, maps, graphs, technical drawings and silk 
screen process work. 


CRAF-TYPE a quality, time-saving, 
money-saving aid for artists, designers, draftsmen, map 
and chart makers, layout and production men! Alphabets 
... Numerals .. . Symbols . . . in every popular style and 
type size! On transparent, Matt-finish (NO GLARE) self- 
adhering acetate sheets! For smash headlines, for curving 
type. It eliminates expensive typesetting and lettering. 
Designed for every conceivable use and effect! 


CRAFT-COLOR Do twly wonderful colors 
... S80 easy to apply! Transparent, waxed-back solid color 
sheets . . . for making brilliant, impressive layouts, poster 
effects, package designs, mechanical illustrations, maps and 
sale charts. These thin-gauge, self-adhering acetate sheets 
are available in 35 brilliant colors. 
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F R t i = ' Craftint offers you a brand new, 


complete Shading Mediums Catalogue, Second Edition, 
packed with valuable information and aids for all Graphic 
Arts. Send for your free copy today. Also availabie is our 
free 160-page, No. 46 Catalogue listing complete artists 
materials. 


THE CRAFTINT MANUFACTURING CO. 
NEW YORK . 
1615 Collamer Avenue ° 


CLEVELAND . CHICAGO 
Cleveland 10, Ohio 





“ KOKORO 


Japanese feeling, through delicacy of 
script subheads, plus serif capitals in 
title—not to mention illustration—but 
also incorporates clean modernity in lots 
of white space, free-form of color around 
subhead above title at bottom. The free- 
form also serves, if you wish, as material 
completing graceful kimono arrange- 
ment around figure delineated by its 
coverings rather than substance. Blue, 
black and gray, for Regnery, by Chicago 
artist Renee Walkoe. 


Moore, Ruck 
and Co., a 
new creative 
merchandising agency at 333 N. Michi- 
gan Ave., Chicago, has named Charles 
F. Ruck executive vice president and 
creative design director. The new firm 
will specialize in planning and prepara- 
tion of merchandising programs, col- 
lateral materials and public relations. 


Ruck directs design 
for Moore, Ruch & Co. 


Japanese art This cover 


in English translation for English 
translation of 


modern Japanese novel uses definite 








THE 


FLAX 


co. 


ARTISTS’ MATERIALS 
DRAFTING SUPPLIES 


176 N. Wabash Ave., 
© Chicago 1, Il. FI 6-4395 | 





Award winning New detergent 
carton by carton for Ar- 
Robert Sidney Dickens mour & Co. 
and the Winn- 
Dixie chain of stores was designed by 
Robert Sidney Dickens, Inc., Chicago 
package and design consultants. An 
award piece in the American Institute 
of Graphic Arts “50 Packages of the 
Year” show, the carton is in brilliant 
scarlet, while, yellow and black. 


Trick photographic 
techniques plus novel 
idea produced tv cam- 
paign for Kleenex table napkins. Man- 
ners, the central character, is impeccable 
butler who appears in miniature amidst 
set of life size props and real people 
(with the product more than life size). 
The pitch, elevating paper napkins to 
the place formerly reserved to linen only, 
use cute—but not light—theme to entice 
viewers into the paper-napkin-using set, 
to establish firmly the principle that 
paper napkins are proper at all times, 
on the word of a proper English butler 
(and who should know better?) 
Richard Cutting, six-foot Hollywood 
actor, is Manners. He appears to be two 
feet tall next to the special props—an 
18-foot table, four-foot flowers, etc. In 


Little man— 
big product 





The creativeness and appeal 
RE et of humorous art and design 
by Bernard Glochowsky, one 
of many art services available at 
GLO-ART PRODUCTIONS 


WHITEHALL 4-5781 154 E. ERIE ST. « CHICAGO 11, ILL 


e 
Lohans a FREE art portfolio y dint 


sent upon / request. Orange-Crush Co. 
- agency: 


hatchings 


INCORPORATED 


 YUTOMEMAVERS 


LETTERPRESS GRAVURE 





el Richman Inc. 
of New York would like to add to their client 
contact staff an experienced representative. He 
must have outstanding qualifications and an im- 
peccable reputation in the advertising and art 
field in New York City. Written requests for an 
appointment together with a short resume should 
be addressed to Mr. Antonio Granados. Your con- 
fidence, of course, will be scrupulously protected. 


Chicago’s leading art studio 
HOOVER & KERN STUDIOS INC. 


ee PRUDENTIAL PLAZA * CHICAGO1 


NEW YORK 17. N.Y 
TELEPHONE DELAWARE 7-7214 
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OFFICES: PRUDENTIAL PLAZA and 
360 NORTH MICHIGAN AVENUE 
CHICAGO |, ILLINOIS 


Ce.6-4955_ 
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achieving the illusion, the normal size 
actors were shot first, with normal size 
props. Matting lines were drawn for 
areas in which butler only would appear. 
To help actors visualize miniature but- 
ler, a two-foot cardboard figure of Man- 
ners was used. While these scenes were 
shot, half of the camera lens was cov- 
ered with a mat. When the real Man- 
ners was shot, oversize props were on the 
set, Camera for the oversize props was 
24 feet high. Manners played inside mat- 
ting lines. And for his scenes the other 
half of the camera lens was covered. 
When the final prints were made, the 
two versions were combined. 

Manners appears on the Perry Como 
and the Danny Thomas shows, both of 
which are co-sponsored by Kimberly- 
Clark. Series is produced by Foote, Cone 
& Belding, Chicago, and Cascade Film 
Studios in Hollywood. 


Henry Ber- 
chert, for- 
merly with 
Duggan-Phelps and C. Wendel Muench, 
has been appointed head AD of Comp- 
ton Advertising’s Chicago office. He suc- 
ceeds Delbert Dally who has moved to 
Ft. Worth where he will operate his own 
art studio. Berchert is a graduate of the 
Art Institute of Chicago and is a mem- 
ber of Delta Phi Delta, honorary art 
fraternity. 


Berchert heads 
Compton Chicago art 


Miami club 
elects Russ Smiley 


The new NSAD Art Directors Club of 
Miami has elected as president Russ 
Smiley, of Russ Smiley Studios. He has 
illustrated several books in addition to 
operating his Miami studio. Other offi- 











SS 


a 
EVEREADY FRISKET 
Ce 








Ready frisket that stays down, will not blow 

up, easily removed, stays tacky indefinitely, 

extremely transparent, leaves no residue. 
Phone SUperior 7-2006-7 - 







Samples on request 








S$ Artist Materials Inc. 712 North State, Chicago, Ill. 
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cers: Syd Taffae, photo-retoucher, vice 
president; Peggy Strickland, AD at Louis 
K. Steiner & Associates, secretary; and 
Lennie Sansone, at Florida Advertising 
Art, treasurer. Sansone is creator of the 
The Wolf cartoon series popular during 
the war. 

The club publishes Brush Strokes, a 
monthly newspaper. Pat Duffy is editor, 
and AD. The club’s fifth annual awards 
dinner and exhibition were held in 
October. Judges were James Bingham, 
magazine illustrator; Dwight Zieglasch, 
vice president of Walker-Saussy Adver- 
tising, New Orleans; and Ben R. Donald- 
son, director of institutional advertising 
for Ford Motor Co. The club plans to 
publish an annual, which will show all 
the pieces hung at the exhibit, and carry 
trade advertising. The book will have 
84x11” horizontal closed format, a two 
or three color silk screened (on imported 
paper) cover, with the body to be b/w. 


Vincent Zenone Vincent 
new AD at Compton Zenone, for- 

merly with 
Kling Studios, Chicago, has been ap- 
pointed AD at Compton Advertising, 
Chicago. 


Monogram Studio 

appoints Chicago head 

Charles A. Churan, formerly with 
J. Walter Thompson in New York and 
London, has been appointed to head the 
new Monogram Art Studio offices in 
Chicago. Monogram Art Studio presi- 
dent Art Schlosser announced Churan 
will handle midwest contracts for the 
New York creative art studio from its 


Chicago address, Wrigley Building, 410 
N. Michigan Ave. 


STA offers photographic 
working/theory classes 


The STA Photographic Group, new 
activity offered by Society of Typo- 
graphic Arts, is conducting a series of 
weekly sessions in two divisions, working 
and theory. The working group will 
cover studio and darkroom operations, 
conventional and experimental. The 
theory group will study all phases of 
photography related to contemporary 
and historical graphic arts applications. 
Art Sinsabaugh is chairman of the new 
activity. 


Chicago Clips 


A teachers’ booklet on use of the en- 
cyclopedia, the Encyclopedia, A Key to 
Effective Teaching, published by H. 
Wolff Book Mfg. Co. and the American 
Textbook Publishers Institute, was de- 
signed by Marshall Lee, illustrated by 
Franklin McMahon . . . Dekovic-Smith 
Design Organization announces that 
Mr. Dekovic is leaving the firm to act 
as independent communication consult- 
ant. But he’s still available to Dekovic- 
Smith as planning consultant . . . Com- 
mittee chairmen were introduced at first 
fall luncheon meeting of -STA, with 
Vi Fogle Uretz as chairman. 

The medal winners were Al Jenkins 
and Sy Lachiusa, chosen for their ab- 
stract painting executed on aluminum 
foil for the Aluminum Company of 
America. The ad, for trade publications, 
is printed on foil and inserted into the 
magazines. Austin Briggs, the illustrator 
and faculty member at Famous Artists 
School in Westport, Conn., was lunch- 
eon speaker. Bill Gordon, Cleveland 
radio personality, acted as master of 
ceremonies. * 





complete 
art and 
studio 
service 


J 
%A and associates 


1665 EAST ONTARIO STREET 
CHICAGO 11, ILLINOIS - MOHAWK 4-7005 





» 142 ROMANS 


155 BLURBS 


WRITE OR PHONE 
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Largest Style Selection in the Midwest 
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Theme of the 
mailings for the 
Philadelphia 
convention of the American Photoen- 
gravers Association was a double one— 
Philadelphia boosting and money. This 


Photoengravers 
convention mailers 


in 
Philadelphia 


spread from the invitation has both ele- 
ments with figure typifying the city to 
right, swirl of change with key head at 
bottom: You'll hit the jack-pot in Phila- 
delphia. Quote from a famous person 
(here Charles F. Kettering) opens message. 
Each of the folders in mailing series has 
head and money (“You'll learn to make 
dollars in Philadelphia”—with silver dol- 
lar behind type) and picture of a city 
locale to fit this one had the mint. In- 
side spread has a quote, picture and 
story of a famous Philadelphia son— 
famous in the industry—worked into 
convention message. 

The high level convention advertising, 
which has frequently won awards from 
AIGA and other organizations, is di- 
rectly credited by executive secretary 
Frank J. Schreiber with producing at- 


tendance at the meetings “to a point un- 
matched by any comparable trade as- 
sociation.” AD for invitation and 
folders: Robert W. Washbish, San Fran- 
cisco. Artist for both: Amado Gonzalez, 
San Francisco. Engravings for the front 
cover of invitation by Lincoln Photoen- 
graving Co., Philadelphia; for the inside 
double page, Lang Co., Inc. of Phila- 
delphia. Paper is Teton Cover. Type is 
Times Roman. Engravings for the 
folders were by Oakland National En- 
graving and Gravure Co. of Oakland, 
Calif. Paper is Strathmore Pastelle Book 
and type is News Gothic and Times 
Roman. Typography and printing is by 
Taylor and Taylor, San Francisco. All 
pieces were printed letterpress from 100- 
line copper and halftone combination 
plates. 
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2H RISTMAS 


2000000000 


Cl.aton Bradley The 1957 


designs Christmas seal Christmas 
Seal for 


National Tuberculosis Association was 
designed by Philadelphia born and bred 
Cl nton Bradley, partner in the Adver- 
ng and Art Students League of Phila- 
phia, charter member and a director 
he Artists Guild of Philadelphia. His 
ign uses tree ornaments of a chubby 
Santa Claus face, and a glowing little 
girl's face—he has a daughter of his own. 
Boughs form the background. Christmas 
Seal designs are chosen by a national 
committee of TB workers who select 
from designs submitted before Oct. 1 
each year. The seals are chosen two years 
in advance. Any artist, amateur or pro- 
fessional, may compete for the $500 
award. Design requirements: use of the 
double-barred cross, color red, given 
copy and year. Detailed information 
from National Tuberculosis Assn., 1790 
Broadway, New York. 


C.R. Cawley C. Robert Cawley, form- 
directs new  eriy, manager of client 
Richman firm contact for, Mel Rich- 

man, Inc., has been 
named executive director of Mel Rich- 
man Design Associates, Inc., a new or- 
ganization formed for package and in- 
dustrial design exclusively. Mel Rich- 
man, chairman of the board of Mel 
Richman, Inc., is president of the new 
company. Albert E. Storz, design direc- 
tor, was formerly head of the design 
group at Mel Richman, Inc. * 
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Now available to Typo Photo-Composition customers 


People who do business with Typo-Philadelphia expect All these 
superlatives. The finest and best equipped plant in the Photo-Composition 
nation . . . consistent high quality . . . unequalled serv- Services under 
ice. And now, with the advent of our new 175 page one roof... 
photo-composition book which complements our 450 + FOTOSETTER 
page metal composition book issued last year, Typo * HADEGO 
customers can be assured of two-volume “working * FILMOTYPE 
tool” type specimen books that are unsurpassed in * FOTOMASTER 
beauty, practicability and usefulness. *& PROTYPE 


TYPOGRAPHIC SERVICE - INC TYPO PHOTO-COMPOSITION - INC 


1027 Arch, Philadelphia 7, Pa. WAlnut 2-2715 1010 Arch, Philadelphia 7, Pa. WAlnut 2-2968 


Wilmington Office: 920 Shipley. OLympia 8-4229 - New York Office: 122 E. 42nd. MUrray Hill 2-2560 








Philadelphia Art Supply Co. 


Philadelphia’s most complete stock of 
art and drawing materials. 
* Bourges sheets © Craftint 
* Kemart materials * Zipatone 
* all graphic art supplies 


Send for our 200-page catalog 
on your letterhead 


FREE 16 PAGE BOOKLET! Shows fresh, 25 S. Eighth St. * Philadelphia 6, Penna. 
new lettering styles as photoprocessed MArket 7-6655 * Prompt delivery service 
by the Headliners Inc. For your copy, write 
Headliners, Dept. AD, 44 W44S8t. NY 36 

















on the 
West Coast 


Watch out for kids! 
Let A 


Safety campaign Light touch comes 
gets light touch to safety campaign 

with this colored 
cartoon sample poster from the current 


back-to-school safety campaign for Seat- 
tle Transit System. The company re- 
cently took over school bus runs from 
school district buses. Car cards, tv, news- 
paper ads, posters for classrooms and 
letters to teachers all carried campaign, 
as well as newspaper and radio publicity. 
Cartoon art by syndicate cartoonist Ir- 
win Caplan. Agency: Cole & Weber. 
Car cards inside the buses were aimed at 
kids. Cards outside (like this one) were 





package designing 


J. CHRIS SMITH design associates + 8285 momen los angeles * OL. 6-38550 


for motorists. 





Next time, 
try our pack... 


every hand % 
a winner ! 


CHARLES HANSEN ASSOCIATES 





PRODUCT ILLUSTRATION 


BACKED BY A COMPLETE ART SERVICE 
Leyeut te complete job. Quick service 
Fest Airmail service on out-of-town orders 


WM. MILLER ADVERTISING PRODUCTION 
672 $. Lafayette Park Pi. Les Angeles 57, DU 54051 





PHOTOGRAPHERS 


Where assignments requiring interiors, furni- 
ture, or interior backgrounds are concerned, 
use the experience of one of the country’s top 
interior designers. Save time and money. Call 
or write for a free consultation at your studios. 


Ss. D. SMROW ASSOCIATES 
860 Lexington Ave., N. Y. 21, N. Y. YU 8-1383 





5 PACIFIC FINANCE 


Rolph Snider, Mgr. Pace FrmaNce Loans 
405 So. Gorey Ave., Pomone * L¥coming 2-1193 


The money-to- 
lend industry 
here uses the 
light touch to promote its services to 
the hard touch market. Money-on-your- 
mind cartoon figure is theme of cam- 
paign for Pacific Finance, a leading 
southern Carifornia loan institution. Lit- 
tle man lifts hat in introduction (reveal- 
ing greenbacks on his mind) in news- 
paper, magazine, tv and direct mail 
pieces. Headline and figure are used 
throughout campaign, with figure’s body 
(the box) sometimes bearing company’s 
logo, sometimes merely a color square. 
The latter use is for mailers which have 
little man, sans identification, on address 
side. Between his lifted hat and the 
money on his head is the headline. 
Folder flips open to vertical page design 
—no_ identification—with little man, 
hatted, sad, reaching into outsize purse 
photograph. Color head asks: Need a 
refill? Folder flips open to double spread 
with complete message, and trademark 
of campaign identified. 

Agency: Ruthrauff and Ryan, Los 
Angeles. AD: Bob Boe. Artists, Bob 
Guidi, Tri-Arts. * 


Loan service 
lightens ad burden 








Gop of Address. [iasse send an address 
impression from a recent issue. 
Address changes can be made only if we 
have your old, as well as your new address. 
Art Direction, Circulation office, 43 E. 49th 
St., NYC 17. 
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these executive buyers 
4 way 


Art Director Af Manayer 


in the seventh 


annual 


Designer 


So 


buyers’ ‘ . 


e 
Zl ide Art Buyer Production 


List Yourself with the trade .. . if you sell art, photography, typography, 
you belong in your own trade’s Annual Guide. For the 7th straight year, Art Direction 
will publish, in the January 1958 issue, the only trade guide of artists, photographers, 
studios, illustrators, typographers, etc. 

11,000 Buyers... circulation is at a new record high. Art Direction has the most 
buyers—A.D.’s; ad/sales promotion/production managers; editors; agency executives. 

The first return from your listing will pay for it many times over. 
Fill out the order form now... right now! Every year many listings are 
returned because they’ve come in after deadline. Send in your listing today 

to be sure. 
Best Ad dollar buy! Listings are as low as $1.50. Contains the basic information 
of your service. Listings are the simplest, quickest, and the only way to list 
yourself with the entire field. 


to get business ...tell them where you are...here’s how 


a 





instructions 


classified listings 
(see listings 1 to 284 on next page) 


For: artists, photographers, art sup- 
pliers and manufacturers, graphic arts 
firms. Also, for studios advertising 
specific services (for example, a gen- 
eral art studio could take Listing No. 
158, dye transfer prints.) 

1. There are 284 separate classified 
listings. 


Each classified listing is $1.50. 


2. Each classified listing is 3 lines. First 
line is name and telephone number. 
Second line is address. Third line 
is advertising copy and is optional. 
Third line copy cannot exceed 45 
characters including spaces. 


3. Use order form below, type or 
print. If ordering more than one list- 


ing with third line copy, specify listing 
number for each third line. 

4. Order as many listings as you want. 
Use your letterhead if more space is 
needed. 


This ie a sample classified listing: 


George Edwards MO 7-5764 
1810 Rittenhouse Sq., Phila. 3, Pa. 
public relations booklets, packaging 





Representative’s listings 

(see listings 285 and 286 on next page) 
For: representatives of artists and pho- 
tographers. 


1. List your artists and photographers 
on your letterhead. 


2. See sample listing. You may, in one 
or two words, list artists’ or photog- 
raphers’ media, subject, technique. 


3. Listings are $1.50 for your name, 
address and phone, plus $1.50 for each 
artist or photographer listed. 


This is a sample representative's listing: 


Don Arthur MO 7-5764 
626 E. 38th St., N.¥.C. 16 
William Boro, men's fashion illustration 


Joan Mello, fashion artist, pastels 





Studio listings 

, (see listings 287 and 288 on next page) 
For art or phot~graphic studios ad- 
vertising all their services in a single 
listing. 


This is « sample studio listing: 


217 Nerth 8'way; Wichita 2, Kensos 


. Complete order form. 


. List your art or photographic services on your letterhead. 


Listings 287 and 288 are $5.00 each. 


You may also order one or more classified listings (numbers 1 to 284). Each 


classified listing is $1.50. 


order form ART DIRECTION - 43 E. 49th STREET, N. Y. 17 + PLaza 9-7722 


Yes, I want to be listed in the January 1958 issue in the 7th Annual Buyers’ Guide, as follows: 
classified listings 1 to 23; at $1.50 each listing........................ | TRIS 


Representative’s listings 0 285 art... (286 photography............ i civisctadienitaial Sealand 


$150 for representative plus $1.50 for each artist or photographer listed. 
Studio listings 


REMITTANCE MUST? 
: 


ACCOMPANY ORD& 
0 287 art....... 288 photography........at $5.00 each $ ? 


Ef Saar eee 


NAME ADDRESS 








Print exactly as you wish it to appear in Buyers’ Guide 


CITY ZONE STATE TELEPHONE 








rd line copy for classified listings, 


cannot be over 45 characters 
See Nos. 285-288 
on next page 


See Nos. 1-284 
on next page 


285 List your artists on your letterhead 





Your advertising copy for 3rd line listing 





286 List your photographers on your letterhead 





Your advertising copy for 3rd line listing 





287 List your art services on your letterhead 





Your advertising copy for 3rd line listing 





288 List your photographic services on your letterhead 





Your advertising copy for 3rd line listing 








category index 





1 to 284, classified listings Listings 1 to 284 are $1.50 each. 


ART . product-still life 143. flurographic materials 218. still life 
advertising design . shoes 144. glasses, magnifying & reducing 219. stock photos 
airbrush . sport 145. graphic reproduction materials 220. strobe 
still-life 146. hand lettering sheets, etc. 221. trick photography 
architectural rendering . story 147. illustration board spintinesansecainensnsstinni nD 
art directors, consultant . stylized 148. inks PHOTO REPRODUCTION SERVICES 
; 49. K t material 
book jackets , symbolic - ie d ~ s 222. Anscochrome processing 
booklets, direct mail technical » knives one shears b&w prints in quantity 
Bourges technique (other) 151. lettering guides entines 
car cards 152. lighting equipment ' ss 
coricstures LETTERING a 153. mounting & mat boards pers mene 
alphabets, designed wt die teen color prints in quantity 
cartoons comp. lettering 155. fm ii color separations 
catalogs illuminated lettering 186. pega ny jes copy of artwork 
charts LeRoy lettering op. s i a duplicate transparencies 
color separations lettering 158. gy iaaies dye transfer prints 
colorist paste-up alphabets 159. Pr sal wnatisbale dye transfer prints, giont 
comic books photo, film, process at — waaie Ektacolor 
continuities photographic variations 16 po nang . Ektachrome processing 
displays presentation ~ = P . enlargements 
hibi 162. photo-composition machines ie 
exhibits <aseinstanaaliaacdiadsiabiabiiuiceas (other) ic fi Flexichrome 
fine ort for industry 163. photographic film montage 
i RETOUCHING 164. photographic paper 
greeting cards mural color transporencies 
92. art 165. photographic supplies 
ideas photocomposing 
. carbros 166. picture frames 
labels . photomurals 
color toning 167. projectors, art tiont 
dye transfer 168. reproduction surfaces oe — 
fashion 169. retouching materials slides. aaa 
Flexichrome 170. retail art stores = _ 
industrial 171. rulers cae non 
Kemart 172. scale rules t se oh — hee 
photo, b/w 173. schools, art ne ge ’ 
photos, color 174. sharpeners an a a 
products 175. sketch boxes ee | 
renderings 176. slide rules a aah ali 
technical 177. slides, stock ee ee 
transparencies 178. steel equipment 
(other) 179. stools and chairs PRINTS 
180. studio accessories 250. color film strips 
181. tabourets 251. colorstats 
182. tapes 252. copy prints 
183. tracing equipment, materials 253. ozalids 
184. transfer paper 254. ozachromes 
185. transparency viewers 255. photostats 


three dimensional 111. hot press 186. watercolor materials 256. photostats on acetate, in opaque 
(other) black or white 


trade morks 112. lettering 257 | lid 
. visualcast slides 


trade publishing art 113. lettering, photo 
wash drawing, b/w 114. props oo (other) 
i GRAPHIC ARTS 


watercolor 115. sculpture 188. animals 
ae WS. eee 189. architectural 258. acetate proofing 
(other) 117. story boards 190. bobies 259. advertising presentations 
ILLUSTRATION = 191. cats & dems 260. ad pre-prints 
49. aeronautical (other) 192. children 261. bindery 
50. animals ART SUPPLIES 193. color 262. display manufacturers 
51. automobiles 119. acetates, overlays 194. editorial 263. electros 
52. biblical 120. adhesives 195. exhibit 264. equipment 
53. characters 121. air brushes 196. experimental 265. gravure plates 
54. chemical 122. artists brushes 197. fashion 266. labels 
55 
56 


annual report 


CPENOVWSZ N= 


SSSSSERLS 


layouts 

letterheads 

mops 

mechonicals 

oil painting 

package design 

pen and ink 
pharmaceutical design 
point-of-sale 
portraits, painting 
posters 

presentations 

product design 

record albums 

Ripley technique . animations 

scale models 107. art 

scratchboard 108. cartoons 

spots 109. direct color prints 
stock art 110. film production 


(other) 


children 123. binders & portfolios 198. food 267. letter services 
children’s books 124. books . general 268. lithography 

57. decorative humorous 125. Bourges materials . horticultural 269. paper dealers 

58. farm animals 126. bristol boards . illustration photoengraving 

59. fashion & style 127. cameras . industrial photogelatin printing 

60. figure 128. canvases interiors printers, letterpress 

61. flowers 129. charcoal & pastel papers . landscapes rotogravure 

62. food 130. colored papers . location 274. sheet-fed gravure 

63. furniture 131. crayons and chalks . magazine photography 275. silk screen printers 

64. general 132. drafting supplies . murals 276. stationery, business 
historical 133. drawing boards . photo agencies 277. tags 
home furnishings 134. drawing instruments portraits 278. type direction 
humorous 135. drawing tables Printons 279. type foundry 
industrial 136. dry mounting presses & materials . products 280. typographers, hand 
interiors 137. easels props 281. typographers, machine 
landscape 138. erasers publicity 282. typography, old fashioned 
marine 139. fixatives . reportage 283. typography, photo 
medical 140. Flexichrome materials . set design 
men's hands 141. fluorescent inks slide films EMPLOYMENT 
military 142. fluorescent paper . stereo 284. agencies 


(other) 





285-286: representatives listings Listings 285 and 286 are $1.50 each, plus $1.50 for «ach artist or photographer listed. 
Complete the order form and list your artists or photographers on your letterhead. 
ARTISTS REPRESENTATIVES 285 PHOTOGRAPHERS REPRESENTATIVES 286 





287-288: studio listings Listings 287 and 288 are $5.00 each regardless of number of services listed 


Complete the order form and list your services (see below) on your letterhead. 
ART STUDIOS PHOTO STUDIOS 


287. (List any or all on order form 0 mechanicals 288. (List any or all on order form LD) location 
or letterhead) DD packaging or letterhead) 0 motion pictures 
CD) creative 0 posters (CD children D0 product 
C design DD presentations C) fashion 0 reportage 
D direct mail D0 retouching DD food OC slide films 
CD) illustration 0 service DC illustration C still life 
0D layout 0 TV ort CD) industrial O tv 


DC lettering ceseeseeeeee (OthOr) C interiors ... (other) 


——_ 
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THIS LITTLE PIGGY WENT TO MARKET 


THIS LITTLE PIGGY GETS THEIR EYE 


THIS LITTLE PIGGY MAKES 'Em BUY 


THIS LITTLE PIGGY... is just one of the 
many delightful, compelling creations of Jock 
Strausberg, whose animated figures on pack- 
ages, in ads and on TV... have helped to put 
dozens of products in the best-selling class. 
Animated figures can do a big job for you, too. 


To find out how contact 
jack strausberg 


919 N. Michigan Ave., Chicago 
or phone WHitehall 4-394] today! 


a book 


every 


art director 
should 
read 


By William H. Schneider 
Creative Director, Donahue & Coe 


You won’t believe it until you read it 
yourself! The most eloquent spokesman 
on the importance of the art director 
and artist in advertising turns out to 
be (hold onto your hat!) a research man. 
The title of his book is not one that 
would be likely to attract most toilers in 
the visual arts. It is called MOTIVATION 
IN ADVERTISING and it is by Pierre Mar- 
tineau. Over and beyond its stimulating 
anaylsis of visual and verbal communica- 
tion, it performs the heroic task of kill- 
ing the old idea that research is inimical 
to creative freedom. 

By superficial definition Mr. Martin- 
eau is Research Director of the Chicago 
Herald Tribune, with a staff of about 
fifty researchers probing the “whys” of 
what makes people respond to advertis- 
ing. This sounds like a stuffy and sta- 
tistical fellow, but nothing could be 
farther from the truth. He has that elec- 
tric quality of mind that sparks when 
it touches anything and it touches many 
things—art, sociology, psychology, seman- 
tics, literature, and most of all, people. 
His book avoids the big, gassy cliches 
so usual in comments on advertising. In- 
stead, each subject is solidly backed with 
case histories and facts—not graphs and 
tables. For example, here are a few of 
the chapter headings. Of Men and Mo- 
tives; An Automobile for Every Person- 
ality; Women Are People; Product Jar- 
gon; Passkey to Believability; Creating 
the Product Image; A Store Is More 
than a Store; The Art of Advertising. 

In order to whet your appetite, try 
a few canapes from the Martineau tray. 
“Without detracting from the impor- 
tance of copy, almost no one has come 
to grips with the function of the esthetic 
elements such as illustration, color, ty- 
pography, and layout, in print adver- 
tising. Modern advertising ‘looks’ mod- 
ern because of these elements, not the 
words. But just exactly what is their 
role? There is growing awareness that 








these elements are not merely subservi- 


WILL HE 


Will the client like 
your sketches? 

He will indeed, if you 
have created exciting 
layouts made with 
imported A.W.FABER- 
CASTELL pencils. 

For nearly two centuries 
the Masters have been 
depending on smooth, 
graphite-rich Castell— 
especially the superb 
soft degrees, HB to 8B. 


Many Pros go for 
CASTELL LOCKTITE holder 
with the gun-rifled 
clutch and imported 
CASTELL 9030 leads— 
the same ieads that 
made CASTELL wood 
pencil famous. Why let 
pennies stand between 
you and perfection? 
Get CASTELL—today. 


AW FABER @a) CASTELL UH LockTite 9400 2H \— 


A.W.FABER-CASTELL 
Pencil Co., Inc. 
Newark 3, N. J. 
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New York's most complete 
SLIDE 

SAME DAY 
aU cee wice 
SERVICE Ee tcetoa os 


Vugraph slides 
.. including COLOR! 








ADMASTER has the ‘know-how’ and 
facilities to handle all your slide prepara- 
tion work quickly, accurately, dependably. 
In color or black and white...one-of-a-kind 
or large runs... Admaster is the top resource 
of art directors and production men. An 
Admaster technical representative will 
gladly advise you on preparation of art. 


ASK FOR FREE BOOKLET 
containing price lists, ideas and 
how-to-do-it information on the 
more than 200 photostatic, pho- 
tographic and slide services 
available at Admaster. 


7 ~Ge boo &= 53 1 =) oe ed od 0 0 8 Oe Oo tor 
1168 6th Ave N. Y. e jJUdson 2-1396 





Nothing Photographs Better than 


REPRODUCTION WHITE 


PTE yz 


horodluction 


White 


‘Drocess white '° 
Commercial Ar 


w g ad n 
nc Dh 


Weber Reproduction White pho- 
tographs true, that’s why it’s 
the favorite of photo-engravers, 
retouchers and illustrators! And 
it contains no lead . . . is opaque F. Lhasa co 

} ;-- Stays white indefinitely... puyaperpuia 23, PA., ST. LOUIS 1, > 
\ is perfect for air brush work. Manufacturing Artists’ Colormen Stans 1958 


Available at all good art supply stores. 


TEE 
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7 178 Sl Aes 


“Nativity” by Conrad Pickel Studio, Inc., Waukesha, Wis 
SHIVA 
CONTEMPORARY 


WATERCOLORS... 


unexcelled color 
transparency 
brilliance 


permanence 


expect no /ess from watercolors by Shiva 





52 colors that have no equal 


SHIV artist’s colors 


433 West Goethe St., Chicago 10, Illinois 














what will we give them for Christmas? 


ART DIRECTION 


It’s a 12-time package long remembered and treasured as 
a thoughtful reminder of the Holidays. A gift card 
announces each gift subscription. If your friend is already 
a subscriber, your gift will extend his subscription. 


Fill in the coupon below and we will send your gift 
cards a week before Christmas. Subscriptions are $4.00 
for one year, $7.00 for two years. 


Art Direction, 43 East 49th Street, New York 17, New York 
Please send Christmas gift cards and subscriptions to: 
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Gift from, 








ADORESS 
While you're at it, renew my subscription too. 
Enclosed check or money order for $ 





ent to the copy theme, as is commonly 
taken for granted. Package design, color, 
and style have enormous sales value for 
products. They are entirely unrelated 
to the ingredient and functional quali- 
ties of the products. Nobody tries to re- 
late them. Why then should it be de- 
creed that the esthetic components of ad- 
vertising must be stepchildren to the 
copy claims? Based on communication 
theory and actual motivation studies, 
this book shows why the various esthetic 
elements and the nonverbal symbols are 
so important in their own right—how 
they can say things about a product or 
store which could never be said in 
words.” 

“The visual symbols are highly sig- 
nificant carriers of meaning in any ad- 
vertisement. But in the enormous in- 
crease of advertising exposures which 
«the consumer is being confronted with, 
the visual symbols are increasingly im- 
.portant in their own right. In solving 
the problem of how to get through to 
the consumer, the visual symbols com- 
municate much faster, much more di- 
rectly than any long involved argument 
in words. There is no work called for, 
no mental effort.” 

*?*# #8 


“There are whole areas of human ac- 
tivity which are highly significant but 
which are never discussed in words. All 
the communication here is restricted to 
the nonverbal type. We never proclaim 
in so many words about our person- 
ality traits, where we fit on the social 
scale, the talents we have, the honors 
we might have won, what clubs we be- 
long to. So we have to use other symbols 
than words. Objects tell about us. Our 
furniture, lodge pins, wrist watches, 
glasses, neckties, trophies, clothing, cars 
are all identifying us to others. Facial 
expressions, gestures, body postures, tone 
of voice tell others our real intentions 
much more accurately than words. Non- 
verbal cues also tell what the context 
of any situation is—whether it is a wed- 
ding, a fight, or a friendly discussion. 
The point is that humans unconsciously 
but instinctively look for these non- 
verbal symbols as clues to the real mean- 
ing of what’s going on, to the real iden- 
tification of a person, to his real, under- 
lying motives. Because they are often 
far more expressive and far more be- 
lievable than language, the creative 
people have to use nonverbal levels of 
communication to convey many informa- 


tional meanings.” 
ese 


In writing the book Mr. Martineau 
asked himself, “How does advertising 


work? What is actually happening in 
(continued on page 113) 








FINANCIAL Advertising Art 


Better tn far... 


perfection! 


That’s why perfection is built into every Bainbridge 
Board through the greatest of care in every deliberate 
step of its making. Every board is air-dried, nature’s way. 
Each board is hung separately and straight to stay straight a 
and lie flat for life. rut HANOVER BANK (& 
No wonder Bainbridge is the line most in demand by 
top professionals and amateurs alike. 
i ONE OF 
Since 1868... THE 


famous for 
high quality ~~ 


i * ILLUSTRATION BOARDS wo , 
At all art supply : « DRAWING BOARDS e MOUNTING BOARDS CHARLES W NorTH STUDIOS INC 
- + ] . 


stores in most popular sizes ;  . SHOW CARD BOARDS « MAT BOARDS 
381 4" AVENUE, N.Y.C. = MU 6-5740 
CHARLES T. BAINBRIDGE’S SONS, 12 Cumberland St., Brooklyn 5, N. Y. . 
In business for over 30 years 
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SERVICES 


Arranged According to One or More 
of the Most Widely Used Trade Terms 








ACETATES (clear or wax-backed) 
Black & White Opaque « Color 
COLOR-AID PROOFS 
COLOR STATS 
COMPOSITION (one of the largest 
selections of type faces available) 
Fotosetter « Hand « Linotype 
Ludlow * Monotype 
FILMOTYPE LETTERING 
LETTERING (Photographic) 
Camera Distortion + Filmotype 
Typortional 
OFFSET NEGATIVES 
PHOTOSTATS 
Black & White Glossy « Black & 
White Matte * Bruning Prints 
Color * Hunter Prints 
PRESSWORK (short runs) 
Black & White * Process Color 
R.0.P. Color 
PROOFING 
Acetates + Color-Aid Proofs 
Repro Proofs « Typehesives 
PHOTOGRAPHIC PRINTS 
Negatives « Positives « Typortional 
REPRO PROOFS 
Acetates * Black & White Opaque 
Color Aid 
TRANSHADO 
TYPEHESIVES 
TYPORTIONAL PRINTS 


—_—_ 


Progressive works 24 hours a 
day . . . provides overnight serv- 
ice to the entire East Coast... . 
and Air Mail Special Delivery 
service throughout the United 
States and overseas. Phone your 
nearest Progressive office for a 
complete rundown on our facili- 
ties, about as extensive as you'll 
find anywhere . . . or write for 
Booklet AR-15 today. 


PROGRESSIVE 


COMPOSITION COMPANY 
Sth & Sansom ‘ts, Phila. 7, Pa. 
PP 





= 
PHILADELPHIA WAinut 2-2711 
NEW YORK MUrray Hill 2-1723 
WILMINGTON Olympia 5-6047 
BALTIMORE SAratoga 7-5302 
WASHINGTON EXecutive 3-7444 
RICHMOND Richmond 7-2771 








psycho-sell 


to help you aim better, 
the psychologist now has 


one hand on your t-square 


The biggest thing happening to adver- 
lising today is the swing toward aiming 
messages accurately. This swing involves 
the use of psychological methods to 
enable the copywriter and the art direc- 
tor to aim their message at the consum- 
ers point of maximum response. 

Motivation research is nothing new to 
psychology, but its application to adver- 
tising has been recent and swift. Public 
awareness of the new advertising tech- 
niques has been stimulated by Vance 
Packards book, “The Hidden Persuad- 
ers”. At the moment another flurry of 
excitement is running through the trade 
with the realization that subliminal per- 
ception techniques are now being offered 
for commercial purposes. The applica- 
tion of these psychological devices in 
our field is a break through analagous 
to that achieved in physics with the 
harnessing of the atom. The present 
mood is one of wonder, bewilderment, 
claim and counter claim. But a great 
power is being unleashed for better or 
for worse. 

It is no wonder, then, that books on 
motivation research as applied to ad- 
vertising are mushrooming. Two major 
contributions to an understanding of 
the problem have just been made by 
Chicago Tribune researcher Pierre 
Martineau and by Louis Cheskin, Direc- 
tor of Color Research Institute. Mr. 
Martineau’s book is reviewed by William 
Schneider elsewhere in this magazine. 
Mr. Cheskin’s book is reviewed here. 


HOW TO PREDICT WHAT PEOPLE WILL BUY, 
by Lovis Cheskin. Liveright. $5.00. 

Author Cheskin is an authority on color 
and art, a psychologist and a trail-blazing 
social scientist. The book is actually a 
compilation of articles by Mr. Cheskin, 
compiled and edited by Van Allen Brad- 
ley. It answers such questions as “What 
is unconscious level testing?”, “Why 
can’t consumers tell whether they like 
a product or a package?”, “Why is a 
package that is in good taste not neces- 
sarily a successful marketing tool?”, 





Blackest macxs 


with GENERAL'S Charcoal 
Pencil 


e x 
Wi VX. sa 
WHITES “a 
with GENERAL'S C, 
Charcoal White Pencil \ 


Give your drawings ane® 
“sparkle” . . . with General’s! 
Black Charcoal Pencils that give 
you charcoal tones of extraordi- 
nary depth . ... and a Charcoal 
White Pencil for brilliant high- 
lights. 

See your local art supply 
dealer today and, ask for 
General’s ! 

Charcoal Pencil made in 4 degrees: 

HB - 2B - 4B - 68 
Charcoal White Pencil: 1 degree 


General's Charcoal Pencils are guaranteed 
unconditionally. Money back if not satisfied. 


Write us Dept. A, for a free trial Char- 
coal Pencil (state your favorite degree), 
er a Charcoal White Pencil. 


GENERAL PENCIL COMPANY 
Jersey City 6, New Jersey 


va 
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“What does psychoanalysis have to do 
with advertising?”. The articles on which 
the book is based were written over a 
ten-year span and the most recent are 
presented first. 

This book, and all that shed real light 
on how to make advertising more effec- 
tive, is must reading for everyone in 
advertising or marketing. With compe- 
tition razor-sharp, with stakes at record 
highs, with the current economy empha- 
sizing distribution problems rather than 
production, the ability to distribute 
best may be the key to economic sur- 
vival. Management is turning to psy- 
chology to better understand the big 
“why” in consumer minds, to better aim 
products, packages, ads, displays, pro- 
motions. 

As Mr. Cheskin points out, the dis- 
tribution problem is compounded by 
consumers exercising wide latitude in 
the way they use their discretionary 
spending power. Discretionary spending 
is at an all-time high—the consumer has 
money to spend, so it is worth going 
after. But he has wide choice of prod- 
ucts and services to spend it on and 
much of what he buys he can do with- 
out, or postpone purchasing. It takes 
very powerful and very well aimed mes- 
sages to make him buy your product 
now. 

Creative people should not dismiss 
books like Mr. Martineau’s or Mr. Ches- 
kin’s by assuming it is enough if the 
researchers read them. These books are 
not for researchers as much as they are 
for the creative men. These books are not 
creative—not about illustration nor de- 
sign nor sheer word power. They are 
about people. How to understand people. 
How to sell people once you understand 
them. An understanding of motivation 
research will help, not inhibit, the cre- 
ative man produce messages with maxi- 
mum communication effectiveness. * 





letters 


(continued from page 18) 


to count 60 advertisements in the August 
issue of Scottish Field and found 42 ad- 
vertisers used Art work and 18 used 
photographs, and the art work was 
damned good. The photos used were 
mostly fashion or liquor bottles. 

How does Mr. Ogilvy know that 
photos will sell more merchandise than 
art work if he avoids using GOOD art- 
work on his accounts? 

In our trade there is a story going the 
rounds about an advertising man who 
insisted on photographs for every one 
of his accounts. For some important oc- 
casion he wanted a photographic por- 

(continued on page 102) 


call a rep. at H-R HA 7-4788 


HOSKINGON-ROHLOFF & ASSOC. 209 


SO. STATE, CHICAGO 








0980-¥ WM /"A-N “BAW Hidid 22 O- 





rt Direction / The Magazine of Creative Advertising / November 1957 


SERVICE 
DEPENDABILITY 
UNLIMITED PRINT SIZE 


SAVE TIME WITH 
THE RIGHT PRINT 


TECH PHOTO LABS. 


14 EAST 39th ST. N.Y C. + MU 3-5052 





daisies doit tell 


BUT YOUR 
BUSINESS 
LETTERS DO! 


Messy erasures and 
strike-overs make any 
letter look bad . . . re- 
typing is inefficient 
and costly. That’s why 
so many businesses to- 
day use Millers Falls 
EZERASE—the bond 
and onion skin papers 
that erase perfectly 
with a common pencil 
eraser. 

Insist on EZERASE 
for all your important 
paper work. 


pn 
Better papers are maa 
with cotton ter 


MILLERS FALLS PAPER CO. © MILLERS FALLS, MASS. 





art 
directions 


interpretive art — 
new key to emotional 
appeals via art 


or photography 


The concept and execution of line art 
has been undergoing a transformation 
exciting for its creative possibilities. 
Alongside decorative/humorous and re- 
alistic line, there is a drift towards—for 
want of a better label—interpretive line 
. . . line communicating mood, feeling, 
spirit as well as detail and fact. Line 
with emotional appeal. 

The drift fits into a pattern that had 


its origin in World War II. With artists | 


scarce then and ad budgets soaring, the 
pressure to turn out work was intense. 
What better way to meet deadlines than 
with decorative art? It could be done 
quickly, had a fresh approach, ducked 
controversy and analysis of execution. 
Also its style fitted the times. Not taking 
even itself seriously, it was an effective 
counterpoint to 144-point headlines 
screaming disaster, tragedy, defeat and 
victory. 

Decorative line had a charmed decade 
from the mid-1g40s on. But in more re- 
cent years photography overwhelmed it 
and almost every art technique. Not 
until last year did we see a measure- 
able increase in line art again, and 
then something was different. 

During the lean years, West Coast 
line artists and a few name artists else- 
where managed to hang on to almost 
all of what remained of the decorative 
line market. Their style was softer, 
gentler and, if you please, sweeter than 
that of the East. And when Detroit 
switched much of its buying of line 
art to California, line artists did not 
ignore the point. 

What is this something different in 
line today? It’s more draftsmanship, 
more composition; it’s design within il- 
lustration. It is neither decorative nor 
sheer realism nor is it design-heavy. It 


Brand New...All New... 
from KRYLON! 


Pretested for 18 months by a nationwide 
panel of outstanding artists and layout de- 
signers, Krylon’s all new Workable Fixatif 
—not just an “improved formula”—elimi- 
nates offensive odor and sickening fumes 
that often threaten to drive you from your 
layout board. Ideal for work in close quar- 
ters, it dries odorless . . . and fast. Be sure 
to note these other important features: 


1. Goes on clear... 4. Smudgeproof 
stays clear 5. Wrinkleproof 


2. No dribbling or 6. No color 
spattering distortion 


3. Fixespencil,charcoal, 7. Perfect for rework 
pastel, crayon, chalk 8. Easytoerase through 


Give your work the protection it deserves. 
Get brand-new, all-new Krylon Workable 
Fixatif (No. 1306) at your art material 
store today. A worthy companion product 
to Krylon Permanent Crystal-Clear (No. 
1303). 


1F YOU PRIZE IT... KRYLON-IZE IT! 





‘ib irving berlin 


ARTISTS & DRAWING MATERIALS 
9 Eighth Avenue * New York 


irnc.ce 66350 





LET GEORGE DO IT! 


THROUGH THE YEARS we've saved busy ADs 
-——y tf 4F+--r-: 
low ri - 
fied STAFF -_ igh NCE AmrisTs—from 
trainees to top- designers. The next time 
require an addition to rc staff, call 
BORGE SHERMAN at the VALIER PER- 
SONNEL AGENCY — the agency that has suc- 
cessfully placed hundreds of artists. 








BRyant 9-4646 
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(continued) 


is realism plus mood—almost line im- 
pressionism. We call it interpretive line. 

Interpretive line, as artists like Austin 
Briggs uses it, calls for great emphasis 
on those chosen shapes in a drawing 
which most help to express the desired 
emotion. The line is not used as a 
decorative element in itself, nor is it 
used to express light and shade, but it 
is used to accentuate that form which 
expresses action, passivity, grace, drive, 
etc. 

To name a few of the “line impres- 
sion.sts” there is, in Chicago, upcoming 
artist Shelley Terman. From Washing- 
ton, D.C., but now in New York, is Gil 
Walker. Gil’s illustration, incidentally, 
recently crashed the pages of Pfizer’s 
“Spectrum”, pages formerly illustrated 
only by photography. 

The fellow who started it is Austin 
Briggs. In 1954, Times Magazine ran 
doublespreads by him in major United 
States newspapers. Their impact was 
such as to raise a finish above the re- 
quirements of an assignment and be- 
come a contribution. Briggs demon- 
strated that line was as capable of real- 
ism and drama as the camera. But line, 
by Briggs, is neither decorative nor flat 
realism. It is interpretive. This develop- 
ment in line art, still in its ad-infancy, 
has a parallel in photography in Irving 
Penn’s mood-interpretive work for the 
DeBeers campaign. 

Briggs’ work is soul-searching, the last 
thing that can be said of decorative 
line. And today, many artists are trying 
to capitalize on the breakthrough Briggs 
achieved. For the immediate future this 
follow-up may be slow—because it isn’t 
just a technique to be mimed. Briggs 
captures and conveys feeling. His pic- 
tures are not only subject matter and 
style, they are emotional experiences. 

Interpretive line art will not neces- 
sarily push decorative line aside. While 
interpretive line has a deeper, more 
serious emotional pull, both have their 
place in selling and in TV and the print 
media. 

If this seeming side-by-side growth of 
interpretive and decorative line seems 
to offer brighter futures for line, perhaps 
it will be at the expense of sheer real- 
istic line which lacks both emotional 
appeal and individuality of execution. 
Because line is especially suited to news- 
paper reproduction, and also holds up 
excellently on TV, it is not unreason- 
able to guess it might compete with 
photography for newspaper ads, show 
titles, IDs . . . as in the case of current 
Chevrolet ads. 


Jebel jeboltlion first a logger for 


Paul Bunyan, later specialized in control of the weather 
out Nebraska way. After a long dry spell, Febold came 
to the rescue of his neighbors. He rounded up all the 
frogs from Disman River and hypnotized them into 
croaking, “It’s raining, it’s raining”’, all in concert. 
That deceived the skies and rain came down. 


We have clients in America’s foremost industries and would like more 
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3005 FRANKLIN BLVD 
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Photographers — we'd like to show 


STUDIOS we're getting on Kodak's Type € 
paper! 


344 East 49 EL 5-6740 








New York 
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Annual and Employee Reports 
-Employee Communications 


MAYSHARK and KEYES INC. 


New York City 125 W 45th St. Co. 5-6460 
Schenectady,N.Y. 104 Fuller St. Express 3-7554 
Winter Park,Fla. 707 Nicolet Ave. Midway 7-2740 











JACK WARD COLOR SERVICE 


DUPLICATE 
TRANSPARENCIES 


SAVE TIME, SAVE MONEY, 
GET BETTER RESULTS. 


Why buy less than the best . . . Jack Warp Cotor Service duplicate 
transparencies, assemblies, and separation negatives give you the 
utmost in color fidelity, can save up to hundreds of dollars on your 
engraving costs. Be assured you are getting the best that money can 
buy. Write or phone Jack Ward Color Service about your very next 
color problem. 

Also Custom Processing of; Ektachrome . .. Anscochrome .. . 
Slides ... Dye Transfer Prints ... Art Copies ... Printons... Type 
“C” Prints ... Kodacolor . . . Ektacolor. 


JACK WARD COLOR SERVICE, inc. 


202 East 44th Street, New York 17, New York 
Murray Hill 7-1396 
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Now, Mr. AD, what does this develop- 
ment—this offering of interpretive line 
art alongside the other techniques of 
art and photography—mean to the mer- 
chandising-minded men with whom you 
work, the sales managers, the ad manag- 
ers, the sales promotion managers? 

These cash-register minded men are 
figure conscious . . . and “Hidden Per- 
suader” conscious, too. They are im- 
pressed with research studies and 
findings. And if the MR men have told 
the admen anything, it is to respect the 
sales power of the precisely aimed emo- 
tional appeal. This underlying truth did 
not need MR men to be found. The 
primary reason for the popularity of 
cornball stuff is its emotional appeal. 
The baby picture is a sure winner no 
matter what technique you draw or 
photograph it in. 

If there is an upswing in the use of 
interpretive line, it will be because more 
artists will master . . . not merely Briggs’ 
technique, but will put an emotional 
pull into their work, as Terman and 
Walker and Briggs are now doing. 

Will more such artists come to the 
fore in the years ahead? Although in- 
terpretive line is just a trickle now, its 
future seems bright because it combines 
what is at the moment a fresh technique 
with powerful emotional appeal . . . a 
combination admen know is at the heart 
of their selling efforts. It teams visual 
symbolism with emotional appeal to aim 
directly at what designer Walter Landor 
has so aptly called “the heartstrings that 
release the purse strings.” « 














letters 


(continued from page 99) 


trait of himself. When the glossy proof 
arrived for his approval he saw to his 
astonishment that all of his whiskers 
were frightfully prominent. He ordered 
the whiskers retouched out. 

An illustration is the result of a high- 
ly personal activity. There is no limit 
to what a good artist can do, if he 
wishes to instruct he can do so, if he 
wishes to report, factually, he can do 
this; he also has the power to delight or 
to portray any emotion desired. When 
an artist enjoys his work, he transmits 
this enjoyment to the beholder and elic- 
its the beholder’s appreciation. Appre- 
ciation is the beginning of many a sale. 

Gilbert C. Tompkins, 
Artists Agent, 
N. Y. C. a 
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type “C” 
retouching 


your 


problem 
9 


ARCHER AMES ASSOCIATES 


are successfully retouching 
type “C” prints for reproduction 
by photo chemical means, 
as well as dye transfers 
and black and white 
MU 83240 


16 E. 52nd St. 
New York 22 
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trade talk 


ART DIRECTORS BALTIMORE: Leo- 
nard B, Smith from 


Roman Advertising Agency* to Lionhill Stu- 
dio . . . CHICAGO: Henry Berchert to head 
AD at Compton, succeeding Delbert Dally 

. from Len Rubenstein a die-cut and 
scored announcement in the shape of a 
phone booth with pix all around of Len 
phoning the news: Harley David Ruben- 
stein weighed in at 5 lbs. 11% oz. August 
29 . . . MIAMI: George Buchanan from Ben 
Sackheim in N.Y. to senior AD at Harris & 
Whitebrook . . . Sam Willig also from N. Y. 
to Miami as AD for Charles Anthony Gross 
agency. Along with ‘the Strimbans, Sam was 
one of the developers of the Camerage 
technique MINNEAPOLIS: John W. 
Glover now AD at Kerker Peterson Hixon 
Hayes. Had been with KPHH as layout 
artist after joining them six months ago from 
Minnesota Mining & Mfg. Co. .. . NEW 
YORK: William Dec, formerly of the art staff 
of BBDO, named AD at Direct Advertising 
Associates . . . Edward R. Wade from AD 
at Parade to picture editor of This Week 
Magazine . . . Robert Fox from Compton to 
Sterling as creative AD .. . William Mostad 
from Union Carbide & Carbon as assistant 
AD to E. I. Freystadt Associates as Asso- 
ciate AD .. . Irving Gill, for the past several 
years with Y&R, to Art Placement Division, 
Jobs Unlimited . . . John Bindrum to AD, 
features section, Metro Newspaper Service, 
succeeding Fred Spigel who has retired... 
John Forzaglia, Cunningham & Walsh AD, 
featured in recent “The Man From Cunning- 
ham & Walsh” ad. . . Elmer the bull is 
Elsie‘’s husband. Elmer helps Borden's sell 
home and-garden products for the chemical 
division . . . Vere F. Woodward named VP 
at Malcolm M. McClellan Advertising .. . 
Cle Kinney to Warwick & Legler, from 
D'Arcy . . . Bert Greene to VP of creative 
department, Modern Merchandising Bureau 
. .. former AD Seena Donneson had a show- 
ing of her paintings at Chase Gallery in 
October PHILADELPHIA: Robert O. 
Bach, former member of the San Francisco 
AD Club and vice president of the NSAD, 
from N. W. Ayer’ SF office to Philadelphia. 
With Ayer since 1948, he has been with the 
Philadelphia office before and also in Hono- 
lulu . . SAN FRANCISCO: Al Camille, 
VP and executive AD at McCann-Erickson, 
named creative director there ... 


ART & DESIGN AKRON: Richard H. 


Arnesen joined 
Smith, Scherr & McDermott, Industrial De- 
signers, as a design administrator 
BEVERLY HILLS: Jerome Gould designed the 
Paul Masson Sportsman Brandy Box which 
won a gold medal for labels and packages 
at the California State Fair. Carton was 
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trade talk 


prepared under direction of Ernest Mittel- 
berger, Masson director of sales promotion 
and advertising . . . DETROIT: Paul Ruopp. 
Ruopp Art Studios, addressed the Screen 
Process Printing Association Convention on 
good art and design for silk screened point- 
of-purchase displays . . . LOS ANGELES: 
news at Fred Kopp Advertising Art — Bob 
Schow back as an art rep .. . Fred winning 
racing trophies with his new Corvette .. . 
Paul Seaman and Darrell Millsap from L.A. 
to San Diego where new studio was opened 
by Fred Kopp in partnership with Norman 
Weiner . . . ADs in San Diego have opened 
a club. . . retoucher Sid Stave now with 
Kopp in L.A. . . . all shook up over earth- 
quake but doing business as usual is Kopp 
& Cao, Arte Publicitario in Mexico City... 
Alan Hughes, free-lance illustrator, after 19 
years in New York, has joined Spielman 
Studios . . . Costello Brothers, as an example 
of how well they tackle and lick unusual 
production problems, lithographed recent 
mailing on sandpapers. Piece was designed 
by Edgar Cirlin . . . 12 illustrators comprise 
“Operation Portrait” and are in Europe, 
Middle East and North Africa doing por- 
traits of servicemen ... they are Roy Besser, 
George Dublin, Don DuBois, Robert M. Ellis, 


Anne E. Kramer, Harold M. Kramer. Charles 
Kuderna, Maxine McCaffrey. Suzy Mode. Bill 
Tara, Ren Wicks. and Gene Widhoff .. . 
Schenley Restaurant Award for newspaper 
advertising went to Huddle Restaurant ads 
illustrated and designed by Fred Mintz .. . 
designer Ed Kysar from Stephens Biondi 
DeCicco to Advertising Designers . . . NEW 
YORK: Stanley Grumbacher, president of 
Grumbacher Inc., is guest of honor at second 
annual combined dinner of the Artist Mate- 
rials and Brush and Bristle Division of the 
Federation of Jewish Philanthropies. Co- 
chairmen of drive are Isidor Rubin, Rubico 
Brush Mfg. Inc., and Alfred IL. Ilton, Delta 
Brush Mfg. Co. . . . Harry Prichett Associates 
Inc.. formerly Prichett and Plevin Studios, 
are specialists in films, packaging and pro- 
motion art, have expanded facilities at 551 
Fifth Ave. . . . Displaymen Incorporated has 
been formed at LaGuardia Airport, Flush- 
ing. Headed by Charles G. Wood .. . Jim 
Joanou is Art Placement Manager at the 
new art desk of Staff Personnel . . . Robert 
Gordon, artists rep, to larger quarters at 
136 E. 5Sth. Bernard Hengge joins him as 
sales rep. New talent includes June Lathrop 
and Bill George .. . industrial designer 
Ernst Ehrman has joined the faculty of the 


School of Visual Arts. He will direct the 
newly organized package design depart- 
ment .. . Joseph Dixon Crucible Co. is push- 
ing its Ticonderoga pencils by mailing 
replicas of three cornered cocked hats to 
pencil dealers and featuring Ethan Allen in 
its ads . . . Tomi Ungerer (see Sept. issue, 
page 71) has published his second book 
about that family of fiying pigs, the Mellops. 
Tomi does the art, writes and conceives the 
story. The first was about the Mellops ad- 
ventures in a plane that went dead and the 
new one is “The Mellops Go Diving for 
Treasure.” . .. Reference Pictures now at 
100 Fifth Ave. . . . Ed Carini now at 210 E. 
47th, PL 3-4394 . . . Bill Nolan, former AD of 
Koehl, Landis & Landan, and Everett Bar- 
clay, top auto illustrator, now with Frank H. 
Koste Studio, 527 Madison Ave. . . . Mono- 
gram Art Studio won its 18th award in 11 
years from the DMAA . . . Art Weithas had 
a one-man show in October at Bodley Gal- 
leries . . . Lester Peckins joined staff at 
KC&S Studios . . . Associated Industrial De- 
signers named Bernard Newman as Market- 
ing Coordinator, firm specializes in market- 
ing analysis and packaging design and 
development . . . Peter Hamill has rejoined 
the art department of Fred Wittner Adver- 

















tising. He spent the past year in Mexico... 
Joseph E. Grey now at 120 E. 4th St., 
GR 7-3284 . . . Kennett Studio, specialists in 
color retouching, advertising art and featur- 
ing the new C Plus color print, announce 
partnership formed between Cy Kennett and 
Bill Blake. The new and larger studio is at 
18 E. 49 St., New York 17, PLaza 3-2757 ... 
OAKLAND: Kaiser Graphic Arts won awards 
for Excellence of Lithography in competition 
sponsored by Minnesota Mining & Mfg. Co. 
. . . PHILADELPHIA: Close & Patenaude to 
larger quarters at 1617 Pennsylvania Blvd. 

. . thru Oct. 25th work of Leo Lionni was 
on exhibit at Westcott & Thomson Gallery 
... Progressive Composition Co. has opened 
new southern service and sales office at 
13 S. Third St., Richmond, Va. . . . George 
Faraghan Studios now at 1934 Arch St.... 
recent exhibits at Lambertville House, Lam- 
bertville, N. J., have shown work of Sigmund 
Kozlow. Rex Goreleigh and Jeannette S. 
Michener . . . professional art courses are 
offered in the evening school program at the 
Philadelphia Museum School of Art. For de- 
tails on the 39 courses, call Pennypacker 
5-7473 . . . Charles L. Hacker to the art 
bureau of N. W. Ayer. Studied at Art Center 
School in L.A. . . . PITTSBURGH: Allen R. 


McGinley to AD at Ketchum, MacLeod & 
Grove Inc. . . . SAN FRANCISCO: If you 
saw someone on KQED the evening of Sep- 
tember 17 who looked like designer Walter 
Landor, it was Walter Landor, discussing 
“The Hidden Powers of Design.” STATES- 
VILLE, N. C.: New manufacturing plant for 
C. Howard Hunt Pen Co. will have about 
75,000 sq. ft., will replace facilities now at 
Camden, N. J. . . . EUROPE: Edith Pilpel- 
Strauss writes from Italy, “I see now why 
Swiss posters are superior: they cannot limp 
along on spelled out copy, they have to 
show in color and shapes, so all three 
nationalities can understand” .. . 


PHOTOGRAPHY Alexander 5S. Ross 


is marketing direc- 
tor for Berkey Photo Service Inc. ... Ari- 
zona’s Herb McLaughlin mailed out pix 
of a This Week ad quoting Herbert Hoover 
on the “Uncommon Man” excerpt: 
“When you get sick you want an uncommon 
doctor; if your car breaks down you want 
an uncommonly good mechanic; when we 
get into war we want dreadfully an uncom- 
mon admiral and an uncommon general”. 
The common, to Mr. Hoover, is synonomous 
with mediocrity. Herb McLaughlin could be 











PRODUCTS FOR YOUR 
TV AND ART DEPT. 


“STORYBOARD” PAD >—~—-— 


The pad that has big 5 x 7 
video panels thet enable 
you to moke meon-sized TV 
visuals. Perforated video 
and audio segments on gray 
bockground 
Ne. 720-—Pad Size 14x 17” 
(50 Sheets—4 Segments on Sheet) 


Ne. 72 E—Pecket Size 6%4 x 8Y%4” 
(50 Sheets—! Segment on Sheet) 


Tomkins TELEPAD 
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with 2Y:x4” video and 
audie panels on gray bock- 
ground. pene! perfo- 
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Ne. 72A—18 x 24” 3.50 
(50 Sheets—12 penels on Sheet) 

Size 8x 18” 2.00 
(75 Sheets—4 panels on Sheet) 


Sensatione! new paper for 
TV artists. Makes an ordin- 
ery pencil tine vivid and 
colors just pop! Write fer 
sample. 


FREE SAMPLES 

FOR THE ASKING! 
Write on your letterhead fer 
200-page catalog of art sup- 
plies. ‘“‘An Encyclopedia of 
Artists Materials'’ 
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mtew vision to advertising art 


The creative vitality of Jacob Landau is expressed in 
the widest diversity of styles and techniques. His graphic 


innovations have been exhibited in the Gallerie Lebar 
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of Paris and the Library of Congress and have 
won awards presented by the American Institute of 
Graphic Arts and many other leading art groups. 


NEW YORK 
485 lexington ave. 
oxford 7-6650 


PHILADELPHIA 
2009 chestnut st. 
locust 7-7600 


WILMINGTON, DEL. 
920 shipley st. 
olympia 8-5139 





trade talk 


suggesting that he’s an uncommonly good 
photographer . . new space added at 
Kurshan & Lang Color Service, 10 E. 46th 
St., is being used for display of work by 
leading color photographers and offers space 
for professional group meetings. K&L has 
also added equipment to handle increased 
production of Type C Color Prints . . . Alan 
Fontaine moved to larger quarters at 320 E. 
45th St. . . . next Spring Kent State Univer- 
sity will emphasize newspaper and indus- 
trial photography problems in its 17th annual 
Short Course in Photo-Journalism. Louis 
Mazzabeta won the Ralph R. Baum Industrial 
Photography Scholarship for the 1957-58 year 
at KSU. Mr. Baum is owner of New York's 
Modernage Photographic Services . . . Rep 
Phil Burchman handling London Express 
News and Feature Services in North Amer- 
ica and all photos originating from the 
Beaverbrook chain of newspapers... Burch- 
man also handles Paris Match and Italy's 
Epoca here . . . Black Star now at 305 E. 
47th St., PL 1-4640, in New York. Hollywood 
office now at 210 N. Larchmont Blvd., Los 
Angeles 4 . . . Howard Zieff now at 29 E. 
32nd St., MU 6-1343 .. . Fred Kammler now 
sales rep at Albert Gommi Studios, N. Y. 

. Sieg Gutterman, of Siegiried-Darsey 


Studio, Los Angeles, appointed to Board of 
Directors, Professional Photographers Asso- 
ciation of Southern California . . . Milt Hy- 
man, former chief photographer at Disney- 
land, now with Unigraf . . . Unigraf is now 
at 4201 W. Third St., DUnkirk 5-7131 ... 


TV, FILM Playhouse Pictures now at 

1401 N. La Brea Ave., Holly- 
wood 28 . . . Harry W. McMahan to Leo 
Burnett Co. as VP in charge of TV commer- 
cials. From McCann-Erickson ... VP and 
director of TV at Ogilvy, Benson & Mather 
is Hendrik Booraem Jr. He had been at 
C. J. LaRoche . . . John E. Gaunt now TV 
director of Grant Advertising Inc. for opera- 
tions here and abroad. He is based in Holly- 
wood .. . Robert J. Rowe added to TV art 
staff at Leo Burnett. He had been with Kling 
Film Productions for past five years, spe- 
cializing in stylized cartooning . . . Robert 
C. Else now director of radio and TV at 
Woodward, Voss & Hevenor Inc. . . Anima- 
tion Inc. now has syndicate rights to “Bank 
of America” series of animated commercials. 
These eleven spots can be readily converted 
for other banks in other states ... new 
half-hour series on film, “Cross Country”, 
being produced by Fred Niles Productions. 


Will premiere to rural audiences in January 
. .. educational film explaining the labor law 
has been completed for Employers Labor 
Relations Information Committee Inc. by 
Transfilm. Artwork by Jack Donovan at 
Transfilm . . . Robert Lawrence Productions 
has expanded its production of filmed com- 
mercials for Canadian TV with 130 full 
length commercials produced in first seven 
months of this year . . . William Moseley to 
Grey Advertising as radio and TV producer 

12-minute public relations film for 
National Presto Industries was produced by 
Fred Niles Productions for agency Donahue 
& Coe... 


ADVERTISING- H. Lloyd Taylor to ad 
and promotion mana- 


PROMOTION ger of film depart- 


ment at E. I. du Pont de Nemours. . . John 
D. Smith is mid-Western sales manager 
Krylon, Inc., manufacturer of spray protec- 
tive coatings and spray enamels... Edward 
J. Herter Jr. is Krylon rep in Western Penn- 
sylvania, Northwest Maryland and all of 
West Virginia plus some areas in Ohio and 
Kentucky .. . James L. Baustert to ad manca- 
ger for Elgin American Inc. Has been 
assistant AM since 1954. € 





Designed specifically for large size... heavy style 
lettering and mass composition, SPEEDBALL STEEL 
BRUSH is the answer when speed plus professional 
finish are required. New in design . . . with exclusive 
features, STEEL BRUSH offers you the advantages 
of even ink flow with no spatter . . . no drip. Lets you 
complete each job with new ease and precision... 
gives your work a professional finish that earns 
approval... at the first presentation. Choose the 
STEEL BRUSH for your needs, today. See your local 


art supplier. 


FOR PROFESSIONALS ONLY! 


“GPEEDBA|| 
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STEEL BRUSH 


USE THEM FOR 


© Large poster 
lettering 


© Opaque fill-ins 

© Poster color work 
© Store signs 

© Price tickets 


© Auxiliary water 
color brush 


© Palette knife 
for oils 


@ Unusual textures, 
all media 
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Send for FREE Lesson Charts 


c. HowaRD HUNT PEN co.. Camaen 1, N. v. 








X16100 . . . One of the thousands 
of pictures from our stock library. 
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SITUATION PICTURES FROM 


UNDERWOOD & UNDERWOOD 


ILLUSTRATION STUDIOS INC. 


Send $2.00 for 10th Edition Catalog 
(in N. Y. C. add 3% Sales Tax) 


319 East 44 Street . 546 North Michigan Ave- 
New York 17, N. Y. Chicago 11, tilinois 
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A Complete Color Service 


» NORMAN KURSHAN, INC. 
Color Service 


8 West 56th Street 
New York 19, N. Y. 


JUdson 6-0035 














booknotes 


DESIGNERS IN BRITAIN 5. Edited and designed 
by Herbert Spencer. Universe. $12. 


Volume 5 in the series of surveys of 
contemporary British design, compiled 
by Society of Industrial Artists. Product 
and other industrial design mostly, but 
also included are sections on exhibitions, 
exhibit murals, display, packaging, 
posters, all forms of print ads, and tv 
design. All editorial plates b/w. Index 
of designers represented. On 200 pages, 
illustrations of 550 objects. 


DIMENSIONS OF THE HUMAN FIGURE, by L. W. 
Sahley. Cleveland Designers & Consultants Inc., 
$1.00. 

A booklet of 48 male and female charts 
with 1198 dimensions—of the head, body, 
hand, foot, and functional dimensions 
in various positions. For those who de- 
sign for human beings—industry, archi- 
tecture, for art schools and scientific 
laboratories, etc. Average dimensions 
and normal minimum-maximum range 
is given. Data in inches and centimeters. 
Indexed, with medical terminology. Box 
3989, Shaker Square Station, Cleveland 
20, Ohio. 


GRAPHIS ANNUAL 1957/58, Walter Herdeg 
and Charles Rosner. Hastings House. $14.00. 
Crisply printed illustrations in large 
size and many in full color offer idea 
after idea, stimulus after stimulus as 
you turn the pages. Culled from all 
media and all countries, the Graphis 
collection is an annual visual idea file. 
From the first German poster to the last 
Spanish office form, 813 pieces are 
shown, all fully identified and credited. 
Mr. Rosner’s foreward notes that “ideas 
expressed in art can do more and reach 
more people than any other form of 
communication.” 


THE PENROSE ANNUAL, Volume 51, 1957. 
Edited by R. B. Fishenden. Hastings House. 
$9.50. 

A rare combination of information and 
beauty, the current edition of the an- 
nual review of the graphic arts combines 
typographic excellence and_ thrilling 
color reproductions with carefully pre- 
pared reviews of such developments as 
Xerography, the Linofilm, Kodak short- 
run color, a new resist for photoengrav- 
ing metals, the Protype, the new Alco- 
gravure process, Kemlectro printing — 
articles on 23 current technical develop- 
ments and 18 articles of general interest, 
such as “Old Types, New Layouts”, by 
Herbert Spencer, and “Decorated Pa- 
pers” by Olga Hirsch. 


(continued on page 11) 
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At Monsen you automatically 

acquire a representative, 

ght in our shop 

He is your personal Account 

Man. It is his job to learn exactly 

what you want—and to see that you 

get it. Your Monsen Account Service Man 
has the knowledge and the tools to interpret 
your ideas into fine typography. He studies 
every detail to be sure that your 

iob is correct the first time. He can be 

of tremendous help to you if you 

call on him. As a typographic counselor 
your Account Service Man is unequaled 
turn your job over to him and relax 

in the knowledge that your typesetting 

will be handled quickly, efficiently 


and in perfect taste 


make HIS acquaintance 





QUALITY, 
CARDBOARD 


until you've tried Crescent 
WATERCOLOR BOARD 


If you're not using Crescent Watercolor Board... 
you have a pleasant painting experience awaiting 
you! Crescent keeps its bright whiteness, its sur- 
face intact despite constant wetting and rewetting. 
Rough, cold press and hot press surfaces available. 


To paint your best — buy the best — 
Crescent Watercolor Board! 


See Your Favorite Dealer 


CHICAGO CARDBOARD COMPANY, 1240 N. Homan Avenue, Chicago 51, Illinois 





ADCC 
(continued from page 71) 


more aware of the overall activities of 
the club than is the casual member, he 
is in a position to contribute to a 
variety of committees. 

Early in 1957, AD-Designer Charles 
MacMurray of Stephens-Biondi-DeCicco 
took over the editorship of the Bulletin 
(Art Direction Cover Designer, Novem 
ber, 1956). His job is to elevate the 
quality of the Bulletin and to further 
expand its scope. At Aspen this past 
summer, sample copies of the Bulletin 
were distributed to define the philoso 
phy of the Chicago club and to encour 
age like efforts in other local groups 
Graphis magazine requested that the 
Early Summer issue, 1957, be a part o! 
chosen visual material exhibited in 
Europe. (The second time that the 
Bulletin has been thus honored.) It is 
important to note that all staff efforts 
are voluntary and must be accomplished 
along with the individual ADs daily 
occupational responsibilities. 

For those clubs interested in produc 
ing their own house-organ, the follow 
ing facts may assist them. The ADCC 
has a membership and mailing list o! 
approximately 385 members. Mailings 
to other clubs and sister organizations 
add to make a total run of under five 
hundred copies. A special issue of almost 
nine hundred copies is distributed once 
yearly concurrent with the Annual Ex 
hibition and Banquet; in this manner 
many individuals in management and 
allied fields are made aware of the club’s 
activities. The annual budget for the 
publication (the Bulletin is a one-colo! 
printing on white stock except for a1 
occasional piece on colored stock, or : 
specially printed cover) runs to abou 
$1625.00 exclusive of mailing per year 
This is based on six to eight issue 
yearly. The income from the Studi 
Notes partially defray this expens 
Whenever possible, “keepsakes” insert 
are included with feature stories fo 
interest and color. 

Many of the goals outlined by th 
editors some years ago have not bee 
realized; enough honors and encourag« 
ment, however, have been receive: 
through the years to stimulate the sta 
and to encourage their efforts towar: 
those objectives. The Board of Director 
of the ADCC feel sincerely that the ci: 
culation of the Bulletin has served th 
twin purposes of stimulating a high« 
degree of professionalism among its ow 
membership, as well as building an in 
proved image of the Art Director in th 
advertising profession and in the con 
munity at large. € 








USE 
LETTERING inc 
STYLES 

FOR YOUR 
HEADINGS 


Top Quality Hand Lettering 


Lettering inc styles are 
designed to make your 
headings easier to read 
more compelling, 

and more expressive. 


Priced to Fit Your Budget 


The Lettering inc method 
of assenrbling headings 
Jrom pre-tested top 
quality master alphabets 
assures you of the best in 
hand lettered headings at 
prices to fit any budget. 


Available to Everyone 


Lettering inc studios are 
located in 6 major 
advertising centers. 

All studios offer service 
by sales representative, 
phone and mail. 

All studios maintain the 
same high level of service 
and crafismanship. 


SEND FOR YOUR I5xI5° 106 PAGE 


FREE TO CUSTOMERS 
#10 TO OTHERS 
k i 
x etiermg INC 


CHICAGO -755 North Michigan Avenue 
DETROIT - i100 Delaware 

NEW YORK-!'9 West 57 Street 
PHILACDELPHIA- 34 South !I7t Street 
TORONTO - 220 Richmond Street West 
SAN FRANCISCO - 25 California Street 








24 sheet 
(continued from page 69) 


Ration won top honors in 1955 and 
1956 with a graphic European approach, 
and Life and Blue Cheer posters by 
Savignac. Many others have tried half- 
heartedly with varying degrees of suc- 
cess. 

There are so many American adver- 
tisers and the volume of advertising is 
so great, and so competitive, that a fresh 
European approach — with more sell — 
seems an extremely logical answer. Such 
products as beer, cigarettes, bread, soft 
drinks, even automobiles and refrigera- 
tors could benefit by the introduction 
of the touch, properly art directed, thus 
avoiding the straining for new appeals 
based on step by step persuasion. This 
seems highly possible in spite of the 
necessity of selling new, yearly models, 
colors, gadgets and other features. 

I believe beans could be sold with 
appetite appeal and still give the design 
a distinctive European twist. Americans 
have been conditioned by movies, TV, 
and daily photos in newspapers and 
magazines to “realistic situations”. This 
is one of the reasons for the success of 
“human interest” and double meaning 
posters. Yet, we also have the cartoons, 
the new breed of TV commercials, the 
science and fiction men from Mars and 
the thousands of abstract and impres- 
sionistic paintings in museums, shop 
windows, galleries, art fairs and home 
decorations—all with a flavor definitely 
non-realistic. 

There is more than a sufficient supply 
of this off-beat type of experience in 
our conscious and subconscious minds to 
warrant an advertiser in stepping out 
with a fresh approach. 

Two questions now logically arise. 
First, do we need European artists to 
build a new poster campaign in this 
country? No! We have plenty of talent 
capable of working with a creative team 
to produce new poster approaches that 
will sell. Second, could we successfully 
use European artists to build a “new” 
poster campaign? Yes! I am convinced 
from my interviews with several of the 
top poster designers that splendid cam- 
paigns could be developed by interlac- 
ing men, ideas and procedures to the 
end that the resulting designs would 
have style, individuality, freshness, hu- 
mor, remembrance and sell. Both routes 
are wide open. How about some of you 
art directors and ad managers giving 
this serious thought and a trial — and 
don’t worry about readership studies. 
A well directed European off-beat poster 
art style of campaign of sufficient size 
and duration, with continuity and earthy 
product interest will develop excellent 
scores. Opportunity is knocking! s 
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NATIONAL’S 


“SAME DAY 
SERVICE 


HELP YOU OFF TO A 
FLYING START! 
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slides / (color & b/w) 
telops / flip cards 
graphic arts / hot press 


crawls / 


rp's 
original photography 
enlargements 
station id file 
mailing facilities 


OF COURSE, FREE PICK-UP AND DELIVERY! 
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COLOR SLIDE 
DUPLICATES 


35mm a STEREO 





QUALITY with QUANTITY 





HAMILTON COLOR 
127 N. 2nd St., Hamilton, O. 
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ADD YOUR IMOIVIDUALITY! 


FLEXICHROME OFFERS 
YOU THE OPPORTUNITY 
TO COORDINATE YOUR 
OWN IDEAS WITH OUR 
SKILL AND LONG 
EXPERIENCE TO PRODUCE 
THE DESIRED RESULT 

OF COLOR PHOTOGRAPHY 


FLEXICHROME e COLOR PHOTOGRAPHY 
WECO STUDIO 0e 14 EAST 39th ST.e MU 5-1864 





Developing an effective ad is not unlike constructing a building. 
You start from a layout or plans and it takes shape as you add 
copy and art or wood and bricks. The corner stone helps 
support the structure just as good typography strengthens 
and maintains the impression value of your advertising . . . 
namely the finest of typography. For more accuracy and better 
dependability in all your type needs Call Service today. 


Where typesetting is still an art 


SERVICE TYPOGRAPHERS, INC. 


723 SOUTH WELLS STREET CHICAGO 7, ILLINOIS 
PHONE HARRISON 7-8560 





what’s new 


KEEP COLORS MOIST: Designed by an artist 
for an artist, in new palette paints are 
placed in porous, ceramic paint-wells, 
which rest in reservoir made of heavy 
plastic. As moisture in paint evaporates, 
water is absorbed through the wells by 
capillary action and replenishes lost 
moisture in the paint. Literature on 
Artesian Palette from Osler Products, 
894 Glengarry Circle, Birmingham, 
Michigan. 


PHOTOSERVICE PRICELIST: Weiman & Lester, 
106 E. 41st St., New York 17, have issued 
a supplementary pricelist covering ser- 
vices based on Kodak Color Print Mate- 
rial, Type “C”, Covers b/w proofs, color 
enlargements to 16x20, quantity print 
orders, reproduction quality prints, con- 
version negatives, color transparencies 
from any type of color negative, copying, 
etc. 


BEAU BRILLIANT: New swatchbook of this 
cover and text paper is available from 
Strathmore distributors or from the mill, 
West Springfield, Mass. Sheet is known 
for its rugged texture and vibrant col- 
ors. Full color and weight range is 
shown. 


LETTERPRESS ADVANTAGES: Booklet describ- 
ing letterpress and its advantages over 
competitive processes just published by 
Rolled Plate Metal Co., 196 Van Brunt 
St., Brooklyn 31, New York. 


TO GIVE — OR NOT TO GIVE...: Booklet on 
the pros and cons of business gift giving 
at Christmas being distributed by Ad- 
vertising National Specialty Association, 
1145 19th St., N.W., Washington, D. C. 


LIGHT-WEIGHT EASELS: A light-weight easel 
that folds readily for easy carrying yet 
is firm on the floor or table, has been 
made of aluminum by Chart-Pak, Inc., 
Leeds, Mass. Floor model weighs 12 lbs., 
stands to 72” and folds to 29” x 45” in 
a few seconds. Is adjustable and non- 
skid. 


PHOTOGRAPHY DIRECTORY: Buyers of pho- 
tography may receive free copies of the 
new 1957-58 Directory of Professional 
Photography, published by the Photog- 
raphers’ Association of America. Con- 
tains complete listings, geographical and 
alphabetical, of 7,000 professional pho- 
tographers, members of PAofA in U. S. 
and Canada. Photographers are keyed 
by 31 different specialties. From PAofA, 
152 W. Wisconsin Ave., Milwaukee, 
Wisconsin. 











NEW CLIP ART: Kens Klip Art is a new 
100-page portfolio of light-touch art for 
use in any way except for resyndication 
or any mat service. Also included, copy 
hints and layouts, special section for 
holidays, printed on one side of Krome- 
kote cover stock. Information from Kens 
Klip Art, P. O. Box, 871, Cincinnati 
2, Ohio. 


PHOTOSTAT PRICE LIST: New RCS photo- 
stat price list also explains Rapid Copy 
Service services in offset and photo- 
graphy departments. Information lists 
a number of applications, suggesting 
different uses of copy materials for types 
of reproduction. This for more effec- 
tive use and cheaper production costs. 
From RCS, 123 N. Wacker Dr., Chicago 
6, Ill. 


MACBETH LIGHTING BROCHURE: A 4-page 2- 
color brochure, Lighting For Critical 
Color Proofing and Viewing, shows 
through words and pictures how Mac- 
beth lighting equipment works. Mac- 
beth artifically reproduces North Sky 
Daylight and Horizon Sunlight. Write 





for Bulletin 269,, Dept. P-8, Macbeth 
Daylighting Corp., Newburgh, N. Y. e 


booknotes 





(continued ) 


RENDERING TECHNIQUES FOR COMMERCIAL 
ART AND ADVERTISING. Charles R. Kinghan. 
Reinhold. $15. 

Shows artist at work, steps in producing 
illustration right from AD’s rough 
through finish. Examples of work (and 
notes on their production) by 10 top 
artists are included. Two double spread 
color plates and 14 color page plates. 
Lawrence Berger, AD at BBDO, con- 
tributed section on tv art direction. 
Author Kingham is staff artist for BBDO, 
has written on art for several publica- 
tions, has been co-owner of Huguenot 
School of Art in New Rochelle. 


HANDBOOK OF ORNAMENT. Franz Sales 
Meyer. Dover. $2. 

Each of the 3,002 illustrations may be 
used and reproduced without permission 
or payment. This, a classic text in its 
field, is unabridged republication of the 
English translation of the last revised 
edition. First published in German in 
1888. Thorough, scholarly treatment, 
Opening table classifies information and 
lists appropriate subject chapters, as: 
Division I, The Elements of Decoration, 
then are included subdivisions of this 


general topic — geometrical elements, 
natural forms, etc. Section on orna- 
mental letters also included. Indexed. 


LIFE PHOTOGRAPHERS, THEIR CAREERS AND 
FAVORITE PICTURES. Stanley Rayfield. Double- 
day. $5. 

Designed by Bernard Quint, this large, 
(1014x14) flat volume has a double 
spread apiece devoted to 40 Life pho- 
tographers. Pictures included are the 
photographers’ own selections. Copy in- 
cludes short biographies, high points of 
careers ,sometimes photographers’ own 
comments on their work. Interesting ad- 
dition is a double spread devoted to 
techniques. 


PAINTING SURF AND SEA. Harry R. Ballinger. 
Watson-Guptill. $8.50. 

Simple step-by-step instructions includ- 
ing 10 practice compositions. Nearly 
100 illustrations include line, halftone 
and color—the latter in three completed 
pictures plus color illustrated steps in 
demonstration of completed piece. Au- 
thor, winner of numerous awards for 
marine painting, conducts Ballinger 
Gallery in Rockport, Mass. in the sum- 
mer where he teaches marine painting. 
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bookshelf 


The bookshelf makes it easy for readers 
to buy, at list price, the best books of current interest 
to the art professional and advertising manager. 


= 


159. How to Predict What People Will Buy. 

Lovis Cheskin. Analysis of motivational 
research, what it is, how it works, what it 
means to advertising. $5.00. 


160. Motivation in Advertising: Motives that 

Make People Buy. Pierre Martineau. A 
thorough analysis of the consumer as a human 
being: how he behaves, why he buys, what 
factors in advertising actually influence him. 
How emotions overule logic, how to appeal 
to emotions, the role of semantics and sym- 
bolism in influencing purchases. $5.50. 


161. A Dictionary of Contemporary Ameri- 

can Usage, by Bergen Evans and Cor- 
nelia Evans. A reference classic in the making. 
Up-to-the-minute and American companion of 
the old standby, Fowler. Factual as a dic- 
tionary yet crammed with wit, makes working 
with words a pleasure. $5.95. 


162. Graphic Annual 1957/58, Walter Her- 

deg & Charles Rosner. 813 crisply 
printed illustrations of the years best in art 
and design in every media from every country. 
A visual idea file, informative, stimulating. 
$14.00. 


163. The Penrose Annual, Vol. 51, 1957. 

Edited by R. B. Fishenden. A rare com- 
bination of information and beauty. Reviews 
the years technical developments in the 
graphic arts. $9.50. 


164. Rendering Techniques for Commercial 

Art and Advertising. Charles R. Kinghan. 
Author, in the field over 37 years and now 
with BBDO, New York, includes demonstra- 
tions, visual helps, professional samples, in- 
formation on rendering in all media, compre- 
hensives shown in all the stages of develop- 
ment. $13.50. 


146. 35th Annual of Advertising and Editorial 
Art and Design 1956. The Art Directors 
Club of New York show catalog has 395 pages 
(including ads and index) of handsome format 
designed by George Giusti. Cover design by 
Giusti in white, black and yellow. Many of the 
527 illustrations are in full color. Also included: 
a condensation of papers given at First Visual 
Communications Conference. $12.50. 


156. International Poster Annual, 1957. Edited 

by Arthur Niggli. A cross-section of poster 
design ideas and art the world over. Large, well 
printed illustrations of 500 posters from 20 coun- 
tries plus critical analysis of trends by three 
authorities. $10.95. 


ART 


154. Art Archives. Edited by Harry C. Coffin. 
Over 500 line illustrations of historic periods, 


events, activities, persons and places, all for 
unrestricted reproduction in advertising and pub- 
lishing. An introductory page lists aids on how- 
to-use, for example, for line reproduction in black, 
in color, with overall screen in one color, etc. 
An alphabetical cross-reference index is included 
before the main body of spiral-bound coated 
paper pages. $10. 


155. Art Directing. Nathaniel Pousette-Dart, 

editor-in-chief. A project of the Art Directors 
Club of New York, the volume contains 13 sections 
on various phases of art directing, each section 
comprising several short articles by authorities 
on specific subjects. Each section was designed 
by a different AD. Agency and company execu- 
tives, copywriters, as well as art directors are 
included in the 70 contributors. Over 400 pictures 
are included in the book's 240 pages. Of aid: a 
glossary of AD and advertising terms, a bibliogra- 
phy and an index. $15. 


LAYOUT 


137. Layout. Raymond A. Ballinger. Covers all 
creative aspects of layout, discusses design 
theory. Should appeal to ADs, artists, and stu- 
dents. Author of Lettering Art in Modern Use, 
Ballinger feels that printed page is still most 
valuable means of communication. A practicing 
layout designer, he is director of the department 
of advertising design at the Philadelphia Museum 
School of Art. Examples from 66 ADs and art 
editors are given, as well as numerous examples 
of the work of artists, designers, photographers. 
$15. 
126. Practical Handbook on Double-Spreads in 
Publication Layout by Butler, Likeness and 
Kordek. Fourth in a series of handbooks on pub- 
lication layout. Illustrates and discusses prob- 
lems and techniques in double-spread layouts. 
92 pages. Paper back. $3.75. 


PHOTOGRAPHY 


157. Photo Journalism. Arthur Rothstein. For 
photographers and students. Covers AD, 
picture editor, news and feature photography, 
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equipment and technique, ethics and the law, etc. 
Author, technical director of photographic opera- 
tion of Look magazine, includes over 200 out- 
standing news and feature pix. $5.95. 


158. Life Photographers, Their Careers and- 

Favorite Pictures. Stanley Rayfield. De- 
signed by Bernard Quint, 10%x14 volume has 
double spread apiece for each of Life magazine's 
40 photographers selected for the volume. Short 
biographies, high points of career, photograph- 
ers’ own selections of representative work. Also, 
a double spread on techniques at Life. $5. 


PRODUCTION 


138. Type Identification Chart. A complete type 

chart, printed on a series of circular mov- 
able graphs. This chart also helps the user to 
acquire a better knowledge of actual character- 
istics of groups of type faces and of their essen- 
tial differences. $1. 


79. Commercial Art as a Business. Fred C. 
Rodewald. Handbook for artists, art buyers 
and artists’ representatives. Defines problems of 
time, written orders, breaking down a job into 
logical steps, deadlines, model and prop fees 
and other factors that are a source of friction 
between artist and buyer. Legal aspects are 
explained, financing, bookkeeping and tax mat- 
ters discussed. Markets for commercial artwork 
and tips on selling are offered. Includes the 
Code of Fair Practices of the Joint Ethics Com- 
mittee and the code of ethics of the American 
Association of Advertising Agencies. $2.95. 


140. The Picture Book of Symbols. Ernst Lehner. 

Over 1000 symbols, designs, pictographs, 
sigils, emblems, and ideograms. All subjects. 
Paper $1.25. Cloth $3. 


150. Sig es and Trad ks. Rand Holub. 
Page commentaries by Michael Roth on 51 

pages of roughs, revisions of roughs, working 

drawings and some finished pieces. $2.75. 





152. The Television Commercial. Revised and 

Enlarged Edition. Harry Wayne McMahon. 
The author, a tv commercial consultant, was vp 
in charge of tv commercial production and a 
member of the creative plans board at McCann- 
Erickson, New York. His book discusses all phases 
of television commercials and uses examples of 
actual jobs to illustrate points. $6.50. 





Amt. Encl. $. 





Please send me, postpaid, the books corresponding to numbers circled below. 


146 148 150 154 155 
161 162 163 164 


All orders shipped postpaid. No C.O.D.'s. Add 3% sales tax with orders for 
New York City delivery. Payment must be made with order. 
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if you want a book not listed, send your order and we will try to get it for you. 
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FINE ARTS BOOKS 


Flemish Painting: The Century of Van 
Eyck, by Jacques Lassaigne. 120 full 
color plates, descriptions and _illustra- 
tions of “Primitives.” Skira. Before Oct. 
14, $22.50, after—$25. 

Early Medieval Painting, by Carl Nor- 
denfalk and Andre Grabar. Special sec- 
tion on pictures in Roman catacombs 
and mosaics in early churches. 96 plates, 
full color and gold. Skira. Prepublica- 
tion ,$20, $22.50 on Nov. 4. 
Rembrandt, by Otto Benesch. 57 full 
color plates. Skira. e 





a book... 
(continued from page 96) 


the process of persuasion through ad- 
vertising?” Big question? Yes. And he 
has come up with the clearest answers 
we've had up to now! 

So you better rush out and buy a copy. 
If it doesn’t give you a better under- 
standing of what art directing and ad- 
vertising are all about, write me, and 
I will personally refund your money. 
Motivation In Advertising, Pierre Mar- 
tineau. McGraw-Hill Book Company. 


$5.50. * 
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ADCC 
(continued from page 75) 


of us went by autos (sans females) for 
a thrilling weekend. The newly formed 
Taliesin Fellowship (of only 10) pro- 
vided meals, including a memorable 
Sunday afternoon hillside picnic at 
which FLW held out at length on 
his architectural ideas that had been 
squashed because of the depression. And 
there are still a dozen or so of us who 
well recall that Saturday night in the 
old hotel. There have been two Taliesin 
treks since but none could ever come 
up to that first one—part of the inevita- 
ble disadvantage of the large organiza- 
tion over the small one I suppose. 
Somewhere in this scribble there should 
be included that old bromide “it’s hard 
to believe that the events recalled here 
occurred nearly twenty-five years ago”— 
so now I’ve said it and how true, how 
true! 

It’s so easy to remember the fun side 
(and I’m glad we did have fun) that I 
may easily give the impression that the 
social side came first. This was not so. 
Practically every member was on a com- 
mittee. I served for a second term and 
well remember how much we moved 


(continued on page 115) 





NEATNESS 
AND 
EFFICIENCY 


RGAT! 
METAL T-SQUARE 
FAIRGATE RULE CO. 
COLD SPRINGS 10, N. Y. 





“Palette Patter” keeps 

you posted on the latest 
~ and best in artist materials 

and equipment. Get your 
Write to— 


Dept. AD-3 
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all kinds of spots 
walt mesmer 


TR 3-4419 
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? COLOR LABORATORY 


DYE TRANSFER PRINTS 
Ciacue 7-1747 


149 WEST S4th STREET, NEW YORK 19, WN. Y. 
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PHONE FOR PROMPT SERVICE 





layout & design, TV art 
drafting, life drawing 
illustration, cartooning 
technical illustration 


day & evening, veterans 


school of 


VISUAL ARTS 


245 East 23 St., N.Y. 10 
U 3-8397 catalog D 
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Al Murphy 
photography 
creative still life « 
people « humorous 
situations 
NYC 


46 W. 56 St., JU 6-5668 
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ready reference 


to have your firm listed call Plaza 9-7722 


ART MATERIALS 


Lewis Artists Materials Inc. 

Sole distributor of Mercury Products 
158 W. 44 St., N. Y. 36 

N. Y. Central Supply Co. 


Complete stock * Prompt service * Open Sat. 
62 - 3rd Avenue, nr. 11th St., N.Y.C. GR 3-5390 


JU 6-1090 


COLOR SERVICE 


Acorn Color Laboratory 
Dye transfer prints from transp. & ektacolor. 
168 W. 46th St., N. Y. C. Cl 7-2260 


COLORSTATS 


Ralph Marks Color Labs 

Low cost, full color reproductions from color 
transparencies and opaque copy. 
344 E. 49 St., N.Y. C. 1 EL 5-6740 


HISTORICAL PRINTS 


The Bettmann Archive 

Old time prints and photos, any subject. Events, 
Industries, Fashion, Decors. Ask for folder 6A. 
215 E. 57th St., N. Y. 22 PL 8-0362 


ILLUSTRATION 


Steven Vegh, Jr. 
Aeronautical & Marine (Figures Included) 
1262 Brook Ave., New York 56 LUdlow 8-1740 


PHOTO EMPLOYMENT SERVICE 


Prestige Personnel Agency 

Experienced and trainees—all phases 

Careful screening—no charge to employer 

130 W. 42 St., New York 36 BR 9-7725 


PHOTO SERVICES—COLOR 


Colorsemblies, Inc. 
Ektas assembled, retouched, duplicated 
112 W. 48 St., N. Y. 36 PL 7-7777 


Hamilton Color 
35 mm. & Stereo Duplicates 
127 N. 2nd St., Hamilton, Ohio 


Kurshan & Lang Color Service 

24 Hour Custom Ektachrome processing 
Duplicating & Dye Transfer Prints 

10 E. 46th St., N. Y. 17 MU 7-2595 


PHOTO SERVICES—8&W 


Modernage Photo Services 

Two Laboratories: 

319 E. 44 St. 480 Lexington Ave. 

Prints for reproduction in grey-scales to meet 

exacting requirements of all printing processes 

@ Developing and printing for magazines and 
industry 

@ Copying of artwork 

@ Commercial photography; studio available by 
hour and day 

Call Ralph Baum LExington 2-4052 


RETOUCHING 


Ted Bellis 
Flexichrome, Carbro, Dye Transfer, Black & White 
10 W. 33rd St., N. Y. C. PE 6-6850 


Davis * Ganes 

Color correction/retouching—Transparencies, 
Dye Transfers, Carbros. Flexichrome coloring. 
516 Sth Ave., N. Y. 36 MUrray Hill 7-6537 


Horstmann & Riehle 
Black & White, Industrial & Flexichromes 
475 Fifth Ave., N. Y. C. MU 5-7258 


Tulio Martin Studios 
Transparencies 
58 W. 57th St., N 


Frank Van Steen 
Color Retouching. 
370 Lexington Ave., N. Y. C. 


Donald Van Vort 
Flexichrome, Dye Transfer, Carbro and B&W 
7t. OS, & ¥. C. EL 5-5354 


Cl 5-6489 


LE 2-651£ 


SALES PRESENTATIONS 
Presentation Department 
® Visual Aids * Promotional Material ® Silk Screen 
4 W. 40th St., N.Y. C LOngacre 4-4590 


Wiener Studio 
Charts * Posters * Slides * Hand Lettering 
12 East 37 St., N.Y. C MU 6-0656 


SILK SCREEN PROCESS 


Jaysee Display Advertising, Inc. 
Quality reproduction. Posters and displays. 
12 E. 12th St., N. Y¥. 3 OR 5-7280 


Masta Displays Inc. 
20 years leadership in silk screened 
posters and displays 


230 W. 17th St., N. Y. C. CH 2-3717 


STULL LIFE 
Sidney Gold 
Renderer of merchandise, jewelry, all mediums. 
673 Fifth Ave., New York 22 TEmpleton 2-8876 


STOCK PHOTOS 


Frederic Lewis 
Photographs of Everything 
36 W. 44th St., NYC 36 


Reportage Photo Agency 
Photos To Fit Every Need. Color And B/W. 
15 W. 44th St., New York Murray Hill 7-7040 


Underwood & Underwood News Photos, Inc. 
All subjects: Historical, Industrial, Scenics, 
Agricultural. Geographical, Personalities, etc 
Also Transparencies. Ask for Free Listing. 

3 W. 46th St., N. Y. C. 36 JU 6-5910 


MU 2-7134 


TELEVISION SERVICES 


National Studios 
Hot Press, Slides, Telops, Animatics, Flips, etc. 
42 W. 48th St., NY 36, NY JUdson 2-1926 


Edstan Studio 
Slides, Telops, Flips, in b/w and color 


75 W. 45th St., NYC 36 Cl 5-678! 


TYPOGRAPHY 


The Composing Room, Inc. 
Advertising Typographers 
130 W. 46 St., N. Y 


Typography Shops, Inc. 
All Latest Faces — Hand, Lino. 
245 — 7th Ave., N. Y. C. 


JUdson 2-0100 


OR 5-7535-6-7 








STUDIO REPRESENTATIVE: Established TV Studio 
needs salesman for new division specializing in 
projection art. Attractive commissions and ex- 
penses in selling Slidefilms, Animation, Slides & 
Vue-Graphs, etc. Phone CH 2-2237. Ask for Mr. 
Mechin. All replies in confidence. 


PRIVATE ROOM ideal for free lance art director 
or artist, north light, 9 x 19 ft. E. 49 St. off 
Madison, Plaza 3-0278. 





ART PERSONNEL 





ALLAN KANE 


PLACEMENT AGENCY 


7 W. 46th ST. Circle 7-2588 





“jobs to fit artists 
artists to fit jobs* 


is the job of HENRY PRICE 
Agency/Graphic—Arts Personnel 
48 W. 48th, N:Y.C. 36, CIrcle 5-8228 





ART DIRECTOR WANTED 
Nation’s largest exclusive manufacturer of 
gift wrap products, located in Middle 
Atlantic metropolitan city. Must be expert 
in packaging design and production; 
capable of crisp, comprehensive layouts, 
finished art and lettering. The person we 
want will be at home supervising free 
lance artists, working with production 
people. He knows typography and color. 
He can visualize and produce sound mer- 
chandising ideas. Salary open. Rapid 
advancement. Write in confidence giving 
complete resume. Interview will be ar- 
ranged. Box 1100, AD, 43 E. 49 St., 
New York 17. 


Kurt H. Volk, Inc. 
TYPOGRAPHERS 
228 East 45th Street 
New York 17,N.Y. 





LOOKING for 


Contact— 
ARTIST GUILD PLACEMENT SERVICE 





ADCC 
(continued from page 113) 


ahead in that year as we began to see 
results of our efforts. One of our aims 
was to promote and use the better 
Chicago artists so as to keep them here, 
for the pull to New York was strong. 
Another was education of ourselves and 
our assistants to aid in strengthening the 
position of the art director. Many agen- 
cies and other firms had “layout men” 
or art departments headed by a “mana- 
ger” but they were expected to do no 
more than what they were told by 
higher-ups. These companies had to be 
made aware of the existence of the art 
director and that he could be important 
creatively and should have executive 
status. Within the first five years we 
gained much ground in all of our objec- 
tives. 

One of the extreme means taken to 
get agency heads and other executives 
to become aware of the club was to hold 
an annual stag party. And these were 
parties! Our first occurred in the winter 
of the club’s second year. Two hundred 
came (dress obligatory) and paid ten 
bucks for an evening at the Knicker- 
bocker Ballroom that is still recalled 
vividly when “old timers” talk of those 
before-repeal days. Remember, too, that 
this was in the depression of the thirties 
when ten percent salary cuts came along 
with staggering regularity. Two such 
parties served their purpose but died 
with repeal, the NRA, and the serious 
pre-war days. Radio became a force, 
color photography “threatened” the il- 
lustrator, research raised its (still) pe- 
culiar head, and finally with the war 
upon us, we turned to producing ads 
that were not intended to sell. What a 
business! 

But through all of that peculiar jum- 
ble the art director grew with the fast 
changing business world, and here we 
are today—with TV! I’m certain that of 
all agency personnel, the AD has had to 
make more adjustments than any other. 
He’s proven his ability to progress crea- 
tively, technically, and executive-wise. 
The increasing number of AD-VPs proves 
it. 

So the ADCC celebrates its twenty- 
fifth anniversary, its Silver Anniversary, 
if you please, its membership ten times 
that of its first year, its exhibitions a 
continuing prod toward better crafts- 
manship and creativity, its Award Din- 
ners fabulous to behold. Of course I’m 
proud of it, this baby grown up. Perhaps 
by the time the Fiftieth Anniversary 
rolls around we will have both matured. 
We'll sit down together and have one of 
Charlie’s gin-fizzes, a Golden one! @ 


‘ MORILLAs= 


brings you the most popular scratch board ever 
to invade the American shores. Already ac- 
claimed all over Europe, Morilla recently intro- 
duced it to the American artist and the results 
were 9. So int yourself with 





British 


SCRATCH BOARD 


The most delicate lines can be scratched 
without chipping. Perfected surface of- 
fers an infinite variety of treatments. 


and it is inexpensive! 





SHEETS 11x14” 


SHEETS 19x25” 
WHITE or BLACK 


WHITE 











Ask your dealer about Morilla's 
““ESSDEE’’ but accept no substitutes. 


Samples and folder available 


330 E, 23rd St., New York 10, N. Y. 


706 So. Magnolia, Angeles 5 
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Your source for outstanding 
WOODCUT illustration. 
Specimen prints and 
complete information 

upon request. 


THE SANDER WOOD ENGRAVING CO. INC. / 542 S. DEARBORN ST. / CHICAGAS 





COMPLETE ART SERVICE 
Vince 


in eel Schiavone 


146 East 45th Street, New York City 








CAMERAS — ART AIDS $485 & UP 
$ SAVERS PRINTING 


SILK SCREEN 
Dewler Inquiries Invited 
LACEY-LUCI PRODUCTS CO. 


31 Central Avenue 
Newark 2, N. J. 


WRITE FOR CATALOG AD 

















HIRING ARTISTS? 


cell “The Art Unit” or 7.9100 
New York State Employment Service 
119 Fifth Ave. New York 3, N .Y. 

A specialized placement service 


for both employers and applicants in 
the field of commercial art. 


NO FEE CHARGED TO ANYONE 
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Prayers of art directors hunting for jobs 
finally reached the good Lord’s ears. 
Concluding that things weren’t working 
out quite the way they should, He sum- 
moned his faithful servant, St. Peter. 
“Peter,” He said, “can you get me some 
background on the situation with art 
directors?” And St. Peter, giving the mat- 
ter some thought, asked one of his most 
talented archangels, Leonardo da Vinci, 
to carry on an on-the-spot study of the 
employment situation in advertising 
agencies on the planet earth—preferably 
by working in one. 

To expedite matter, he had da Vinci's 
beard shaved off and turned him into a 
dazzling youth of twenty-five. He also 
equipped him with the necessary grey 
flannel suit and a portfolio of the artist’s 
work (bringing it up to date, of course). 
Then he supplied him with several ad- 
dresses of agencies where there were art 
department openings. 

Early the very next day, Leonardo da 
Vinci, young and wearing his grey flan- 
nel suit, showed up in the office of an 
art director in charge of a very large de- 
partment in a very large agency. The 
art director, sucking on an empty pipe, 
looked through the youth’s temples. It 
was obvious that the excellence of ren- 
derings, the astpnishing imagination, 
and particularly the engineering ability 
of the artist were making their impres- 
sion on the executive. 

“You show great promise, young 
man,” the art chief said presently. “What 
experience have you had in the auto- 
motive field?” 

“In the automotive field?” Leonardo 
asked. 

“Specifically,” the art executive said, 
sucking harder on his pipe, “in the mid- 
dle-priced car category.” 

“I'm afraid I never had a chance to 
develop ideas in this particular subject,” 
the young man admitted. 

The interviewer shook his head slowly. 
“That's too bad,” he said. “What we're 
looking for is someone with a back- 
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ground in car advertising. In the mid- 
dle-priced field, that is.” 

This discouraged da Vinci a little, but 
fortunately he had other opportunities. 
His next interview was with an art di- 
rector who needed an assistant. “What 
I’m looking for, this man said, never 
raising his head from da Vinci's port- 
folio, “is someone who can tighten up 
my roughs. Someone who can draw. You 
seem to be able to do that, all right.” 

Da Vinci was asked to come back 
again the following day to see the Exec- 
utive In Charge Of The Account. This 
man had a much larger office, and a 
funny habit of popping little white pills 
into his mouth. “Sorry,” he told Leon- 
ardo. “While I think your work is ex- 
cellent in its own way, I’m afraid our 
art d rector used wrong judgment in 
your case. What we want is a man with 
packaged goods experience.” 

After several interviews with people 
on the lookout for top creative talent 
with backgrounds in the hard-sell ap- 
proach, or the soft-sell approach, or the 
appliance field, the mail order business, 
liquor or men’s socks, the artist finally 
gave up. He winged back to heaven and 
informed St. Peter that if he wanted 
any on-the-spot survey of advertising 
agencies, he had better find someone 
else to do it. 

“But you have a brilliant creative 
talent,” St. Peter insisted. “I thought 
that’s what they are looking for down 
there.” 

“Well, that’s what they all say,” da 
Vinci said, “but if you ask me, I think 
they would rather have a specialist any 
day.” 

And so St. Peter called on a dozen or 
so lesser angels to carry out the mission. 
Compared with da Vinci's, their talents, 
of course, were palid. But each one, as 
it happened, in the time he had spent 
on earth, had acquired just the kind of 
experience called for in one agency or 
another. They got jobs with no trouble 
at all. * 
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“Our confidence in Interstate is complete...” 


says AL SNEDEN, Art Director, BBDO Pittsburgh 


“Even when I can’t supervise the job myself, I have complete confidence in INTERSTATE to cover most any 
photography assignment for our clients. INTERSTATE has taken the time to learn our problems, so we 
seldom have a slip-up. I don’t have to nurse-maid the jobs, we get frequent progress reports, deliveries are 
made when promised, and the quality of work is high whether black and white or color.” 
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